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Gladys the beautiful receptionist 
tays that after the war a smart 
birl who has been buying plenty 
bff war bonds oughtn’t to have 
much trouble lining somebody up 
or matrimonial bonds. 
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“Who are the people who buy 
wine?” asks Cresta Blanca. 

Well, they used to be the sales- 
men, but for some time now 
fhey've been the customers. 
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International Shoe is explaining 
that there’s a shortage of children’s 
shoes “because children wear out 
their shoes more quickly than 
adults.” 

You’re telling us. 


a? 


Richard Puff, it is announced, 
has joined the research staff of the 
Mutual Broadcasting System, and 
somehow it looks as if they ought 
to be able to use him in promo- 
tion. 

7, F F 
General Mills is setting up a 
ipecial department to manufacture 
mechanical gadgets for postwar 
listribution. These days it’s a 
wise product that knows its own 
Naddy. 
y 7, we 


“Develop closer cooperation,” 
uggests Paul West, “between the 
people who sell space and those 
who make up the papers.” 

One good way would be to let 
hem change jobs. 


_ a ao 
“Goodyear Plans Dealer Co-op 


rch 26, 194 Campaign.”” — Headline in ApDvER- 


MSING AGE. 
Sounds just like old times, 
foesn't it? 
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Nippersink Lodge, which nestles 
the hills of southern Wisconsin, 
vites you to listen to “the thwack 
f the racquet, if you are a tennis 
an.” 


Or the thmack of the ball, if you 
lay golf? 
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Hormel is explaining success- 
ully how inexpensive advertising 
on a unit basis when spread out 
ver big circulations, but maybe 
ey didn’t include all that free 
ublicity for Spam. 
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The National Federation of Sales 
xecutives is planning to promote 


ke a career of sitting in agency 
ception rooms. 
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A subscriber to a business mag- 
zine tells the publisher he always 
kes copies home to his wife, a 
re example of a husband who 
willing for the little woman to 
fe just as smart as he is. 
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Economists like to talk about 
“ imum employment,” which for 
Ost people means a job permit- 
ng enough time off for an occa- 


onal fishing trip or attendance at 
€ ball game. ' 


a, 


According to James E. Stiles, 
“€ publishers think that what 
's Country really needs is a good 
ent newspaper. 
Copy Cus. 


Work fo Clean Up 
‘Objectionable’ 2% 
of War-Effort Ads 


Pacific Advertising 
Group Learns of 
Four A's Action 


Fresno, Cal., June 15.—Self-reg- 
ulation of wartime advertising is in 
many respects an accomplished 
fact, Frederic R. Gamble, presi- 
dent, American Association of Ad- 
vertising Agencies, revealed this 
week in the course of a talk before 
the 41st annual convention of the 
Pacific Advertising Association, 
which closed here yesterday. 

As a result of criticism of certain 
war advertising by the Truman 
committee of the Senate, Mr. 
Gamble disclosed, an impartial re- 
view of nearly 6,000 ads was made 
in the spring of this year, “and 
only some 80 ads by 31 different 
advertisers were characterized as 
‘objectionable.’ While this is less 
than 2% of the ads surveyed, it is 
this 2% that was causing the 
trouble. 

“This should be easy to correct. 
The individual ads have been sent 
to the agencies which placed them 
and a full report of the study made 
to our members. It has been 
shown, of course, to Washington 
authorities and has helped mater- 
ially to reorient their thinking.” 


Advertising Now Accepted 


As a result of the fine record 
which advertising has developed in 
war service, Mr. Gamble reported, 
the place of advertising has been 
widely recognized in Washington, 
among the results being that “al- 
though rumors have occurred peri- 
odically, there has actually been no 
change in the rule of reasonable- 
ness as to advertising in wartime.” 

On the postwar side, Mr. Gamble 
reminded his listeners that the flow 
of goods must be increased some- 
thing like 50% after the war, and 
declared that this “may not require 
a full 50% more advertising, but it 
will undoubtedly require a great 
deal more in quantity of advertis- 
ing than we have ever seen before. 
It behooves us at the same time to 
step up the performance of our ad- 
vertising, to improve its quality 
and productiveness, as well as to 
increase its quantity. . . 

“But over and beyond these 
things, we should work toward the 
types of appeals which increase the 
total consumption of products... 
We all have a tremendous stake in 
increasing the total volume of 
goods and services distributed be- 
cause that is the way to create 
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World Calendar 
Revision backed by Ad- 
men. See ‘Ad-libbing.’ 
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New Martin Mars-- 
Cuts Ton-Mile Operating Costs! 


Airersh 


Even more important vs the (act that currer rail 


AIRCRAFT 


ee eee ce aeiiedl 


POSTWAR VERSION—Aircraft oper- 
ating costs low enough to permit com- 
parison with railroad costs in some 
fields are now an actuality, says Glenn 
L. Martin in this newspaper ad which 
shows a postwar cargo version of the 
82-ton Mars transports now being 
built by Glenn L. Martin Co. for the 
Navy. 


Magazine, Book 
Publishers Keep 
Same Paper Quotas 


Washington, June 15.—Magazine 
and book publishers will be able 
to continue their present paper 
rations through the third quarter 
of 1944, WPB promised today, and 
at the same time Harold Boeschen- 
stein, director of the Forest Prod- 
ucts Bureau, indicated that the 
current paper allotment will prob- 
ably hold for the duration of the 
year. 

Although Mr. Boeschenstein had 
been less definite in addressing the 
newspaper industry advisory com- 
mittee last week, he told book 
publishers today that “dependent 
upon the supply of available pulp- 
wood and pulp, there may be no 
further curtailment of print paper 
in the fourth quarter.” 

Magazine publishers were told 


(Continued on Page 54) 


GMA Publicity Program 
Launched Under Peabody 


Fear Effed of 
WMC Job Plan on 
Help Wanted Ads 


R. W. Ahrens Warns 
Classified Admen 
of ‘Difficulties’ 


Columbus, O., June 15.—Fear of 
the effect WMC’s new priority 
referrals plan will have on the 
volume of help wanted advertising 
was voiced at the four-day silver 
jubilee convention of the Associa- 
tion of Newspaper Classified Ad- 
vertising Managers here this week. 

Concern was expressed, also, as 
to whether an industry that ad- 
vertised for help would be given 
preference in the assignment of 
workers who had answered the 
ads over a similar industry which 
did not advertise. Consensus, how- 
ever, was that the worker would 
be assigned to the plant where he 
was most needed. 

“A new and serious note has 
been sounded in the field of 
classified advertising — one that 
should give every classified adver- 
tising manager cause for seri- 
ous thought,” warned Ralph W. 
Ahrens, classified advertising man- 
ager of the Chicago Daily News, 
in referring to the WMC plan. He 
asserted it would have a far- 
reaching influence on the volume 
of classified help wanted adver- 


‘tising. 


Likened to Labor Draft 


“The plan,” he explained, “in 
some aspects is a labor draft of 
all male workers, 17 years or over. 
It includes both the essential and 
less essential industries and occu- 
pations. The pattern for this labor 


(Continued on Page 53) 


Last Minute News Flashes 


Contributions to Pulpwood Drive Reach $75,000 

New York, June 16.—About 400 of the 675 daily newspaper members 
of American Newspaper Publishers Association have contributed 
$75,000 for continuance of its pulpwood campaign under a committee 
headed by Walter M. Dear, Jersey City Journal. The fund, on basis of 
5 cents a ton of newsprint consumed in 1943, is expected to exceed 
$100,000. A campaign in 1,200 weekly and small daily papers is running 


through C. L. Miller Company. 


Philharmonic Corp. to Push Radio-Phonographs 


New York, June 16.—Philharmonic Corporation, now owned by 
American Type Founders, Inc., Elizabeth, N. J., will launch a campaign 
to introduce postwar deluxe radio-phonograph combination receivers, 
in color pages and black and white, in Sunday newspapers of large 
cities, starting July 30 through Chas. Dallas Reach Company, Newark. 


CAB Plans FM Listening Survey in 81 Cities 

New York, June 16.—The Cooperative Analysis of Broadcasting plans 
to conduct the first nationwide study of frequency modulation listening. 
Data on all FM stations in 81 cities will be collected and segregated for 
future reference, but will not be released for the present to CAB 


members or others. 


McC-E Gets National Cash Register Account 


Dayton, O., June 16.—National Cash Register Company has appointed 
McCann-Erickson for all advertising of its cash registers and accounting 


machines, effective Oct. 1. 


Zonite Products Corp. Appoints Erwin, Wasey 
New York, June 16.—Zonite Products Corporation has appointed 
Erwin, Wasey & Co. for Zonite and Zonitors, effective July 1. 


Burnett and Coe to 
Aid Drive to Win 
Public Support 


_ New York, June 15.—The launch- 
ing of a sustained public relations 
program “to inform the public of 
the great contribution of the food 
manufacturing industry to the na- 
tional welfare, both in war and 
peace,” was announced by Paul S. 
Willis, president of Grocery Man- 
ufacturers of America, at a meet- 
ing of GMA here today. 

Stuart Peabody, advertising di- 
rector of the Borden Company, will 
serve as chairman of the planning 
committee for the program. Verne 
Burnett, formerly vice-president of 
General Foods Corporation,. who 
opened a public relations office in 
New York May 1, will act as coun- 
sel to GMA on it, and Charles E. 
Coe, from Mr. Burnett’s organiza- 


tion, will be acting director with 


GMA. 

Several food manufacturers, Mr. 
Willis said, have underwritten a 
minimum budget to get the pro- 
gram started. Once under way, 
all GMA and other food and groc- 
éry manufacturers will be asked to 
support it. 


Based on Survey . 


The program, he added, will 
affect “your business, your fu- 
ture volume, your own trademark, 
and your continued freedom to 
promote them.” It will be based 
on a recent nationwide public 
opinion survey. Executives of 
several leading advertising agen- 
cies serve on a committee to aid 
the program. 

“Wartime food inventories are 
reserves now, but they may be 
surpluses after the war,’ Lee Mar- 
shall, director of food distribution 
for the War Food Administration, 
told GMA. “In reselling these 
foods,” he said, “we will take into 
account normal seasonal market- 
ing peaks and avoid entering the 
market at that time. We will use 
existing trade facilities and organ- 
izations wherever possible. More- 
over, we'll try to sell to those who 
sold to us.” 

Compared with the period after 
World War I, Mr. Marshall be- 
lieves that “we will manage better; 
the actual process of reconversion 
will be more gradual, and we are 
setting up the machinery and gain- 
ing some actual experience in dis- 
posing of food stocks. Also, our 
whole economy is healthier... 
and we are making plans now to 
keep it that way.” 


Favor Cooperative Copy 


More than 50% of the food man- 
ufacturers questioned by the GMA 
as to whether they feel they ob- 
tain sufficient value on _ their 
investments in cooperative news- 
paper advertising replied in the 
affirmative, William F. Redfield, 
president of Hills Bros. Company, 
told the group. 

Asked if their interest in cooper- 
ative advertising is based on the 
fact that competitors engage in it, 
and if they would discontinue the 
practice if competitors stopped, 28 
answered yes, while 15 answered 
no, and 39 said they did not know 
what their policy would be under 
such circumstances. Of the 87 
food concerns replying, 39 had 
found it expedient to stop such 
payments during the war, due 
largely. to limited supplies, but 30 
intend resuming payments after 
the war. Harry Sandberg, vice- 
president of General Food Sales 
Company, basing his talk on a sur- 
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vey conducted among GMA mem- 
bers, revealed that more than 90% 
of the food producers answered a 
definite ‘no’ when queried as to 
whether they expect to be able 
to do an adequate postwar sales 
job with fewer men than they em- 
ployed in the prewar years. 


To Keep Replacements 


Painting a bright picture for 
postwar employment in the food 
manufacturing industry, Mr. Sand- 
berg revealed that of the manufac- 
turers queried on their plans of 
keeping on replacements for sales- 
men now serving in the armed 
forces, 29 said they will do so even 
after former salesmen return to 
their jobs. Ten said they will shift 
replacements to other duties, while 
11 indicated they “will have no 
replacements after the war.” _ 

Asked “what wasteful practices 
or unnecessary costs in sales man- 
agement have you uncovered as a 
result of war conditions?” 26 of 
the food men replied “none,” Mr. 
Sandberg said. However, 22 had 
found such practices, as for ex- 
ample, “automobiles not required 
for all retail men, so won’t provide 
ears for all hereafter;” or “too 


much sales covering and not 


enough advertising coverage;” or 
“will regulate salesmen’s calls to 
conform more with frequency of 
ordering.” 

Predicting a national income 
nine months after the war has 
ceased of approximately $95,000,- 
000,000, Clarence Francis, chair- 
man of the board of General Foods, 
said that the postwar era might 
well be “the most highly competi- 
tive that this country or the world 
has ever seen. We will no doubt 
witness many new food products, 
manufacturing and selling methods 
and ideas.” 


Hundreds of Items Likely 


As to his own company’s new 
postwar food products, Mr. Francis 
remarked that “we hope to keep 
secret the things now in our labor- 
atories,” but added that, “we have 
them and we will have them to 
such a degree that we will have to 
program them, as I believe we will 
not be able to use them all at 
once. In fact, I would not be at 
all surprised if, after this war is 
over, the new food products might 
result in not only dozens but a 
few hundreds of items and mean 
a very great deal not only to the 
sales staffs of individual manufac- 


What a Drive! 


Washington, June 15.— 
The 5th War Loan drive in- 
volves 91,542,282 individual 
pieces of literature, in addi- 
tion to unprecedented adver- 
tising, including 50,000,000 
folders for workers; 32,000,- 
000 posters; 3,700,000 worker 
manuals; 2,000,000 “Why and 
How Much” folders; 600,000 
window streamers, and 500,- 
000 = securities descriptive 
folders. 

From May, 1941, through 
April 30, 1944, the Treasury 
sold $27,550,831 “E” bonds 
to an estimated 81,000,000 
persons. 


turers but to the whole marketing 
business and to advertising.” 

H. E. Meinhold, vice-president 
of Duffy-Mott Company, New 
York, predicted that pre-analysis 
of products and markets, and ad- 
justment to estimated demands, 
would govern postwar food distri- 
bution. 

B. C. Ohlandt, president of Groc- 
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KELLOGG’S ALL-BRAN advertising in 
The Courant persuades the cus- 
tomers of many more retail out- 
lets in this area. That's because 
The Courant’s 1/3-in-city, 34-out- 
side-city circulation covers more 
outlets —and because The 
Courant is the area’s influential 


newspaper. 


CONNECTICUT INSTITUTION SINCE 1764 


THE ONLY COMPLETE woman’s 
page in the area, published in 
The Courant, pulled over 36,000 
letters in 1943, requesting pat- 
terns and asking health and 
general questions. Courant ad- 
vertisers naturally obtain simi- 


larly active response. 


ery Store Products Company, New 
York, urged the GMA to pick a 
representative to serve as liaison 
with manufacturers’ representa- 
tives in the field. 

William A. Dolan, president of 
Wilbert Products Company, New 
York, reported on findings from a 
survey of food manufacturers and 
distributors. The manufacturers 
were asked, “What is the ideal dis- 
tributor?” The distributors: “1. 
What do you expect from manu- 
facturers?” and “2. What are you 
prepared to offer?” 

Manufacturers’ suggestions to 
retailers were: 1. Maintain a clean, 
bright and convenient store; 2. 
Treat manufacturers’ representa- 
tives with ordinary courtesy and 
respect; 3. Expect to take delivery 
of every case of merchandise you 
buy from a specialty salesman; 4. 
Refuse displays rather than waste 
them; 

5. Encourage salesman to check 
stock; 6. Give extra push on age 
items; 7. Build displays in quanti- 
ties; 8. Support manufacturers’ 
timely promotions; 9. Merchandise 
one item each day to induce mul- 
tiple purchases; 10. Study competi- 
tion (not simply fight blindly). 
When it comes to pricing “traffic 
items,” analyze turnover and price 
accordingly. 


Give Wholesalers Advice 


Manufacturers’ 
wholesalers were: 

1. Aim toward an overhead that 
will permit your retail customers 
to compete with their competitors; 
2. Use system of warehouse in- 
ventory control. Arrange stocks 
for efficient pool car handling. 
Schedule buying hours. Permit 
salesmen to watch stocks for spoil- 
age; 3. The ideal distributor will 
be an honest-to-goodness distrib- 
utor of manufacturers’ brands— 
not a major distributor of his own 
brand. A good distributor gives 
equal prominence to the manufac- 
turers’ brand or the house brand 
and allows a free movement of 
merchandise to the consumer on 
her demands; 

4. An efficient salesman of the 
wholesaler is ideal when his re- 
tailer operates properly with a 
profit; 5. The retailer should be 
educated on credit—and not be 
carried on the books because mer- 
chandise can be unloaded; 6. Where 
credit is O.K. legitimate specialty 
orders should be delivered. To do 
otherwise just adds to general dis- 
tribution expense; 7. Wholesalers 
should employ men not for their 
ability to sell grocers—rather for 
their ability to teach grocers how 
to sell to consumers; 

8. The ideal distributor plans an 
efficient advertising and display 
promotion to increase sales of mer- 
chandise in the retail stores— 
rather than to force retailers to 
stock what they do not need; 9. 
Gear up selling and buying depart- 
ments to function aggressively 
where manufacturers provide good 
promotional programs, adequately 
supported to the consumer; 10. 
“Traffic items” should be recog- 
nized as such. They admittedly are 
used by competition to bring cus- 
tomers into stores. If this problem 
is faced now and handled accord- 
ingly, the retailers can and will 
meet competition. 

Questionnaires sent to whole- 
salers, supers and chains through- 
out the country brought these re- 
plies: 1. Prompt delivery postwar 
in such quantities that permit 
rapid turnover at the right price; 
2. More labels that sell; 3. Room 
on the package for pricing; 4. Re- 
instate advertising contracts which 
have been discontinued because of 
the war: 5. Train demonstrators 
for introduction of new items; 

6. Keep abreast of changing 
packaging needs; 7. Bring back as 
quickly as possible items discon- 
tinued because of the war; 8. All 
of your customers should own mer- 
chandise at the same price at all 
times. Protect warehouse stocks; 
9. Eliminate emergency measures 
adopted because of war conditions; 
10. Analyze the changes in retail 
markets because of the shift of 
population (due to the war). 

Ten points standing out as 
threads runnings through most let- 
ters were: 

1. Loss leader selling; 2. Cash 
discounts; 3. Direct selling; 4. War- 
time substitutes; 5. Manufacturers’ 
attitude on allocation; 6. Price en- 
forcing agencies; 7. Firm price 
structure: 8. Specialty sales pric- 
ing; 9. Duplication of sizes; 10. 
Price change announcements. 


suggestions to 


Advertising Age, June 19, 19 


THE FOOT SOLDIER—First national 
advertiser to take up the newly-devel. 
oped campaign to spotlight the U. S, 
foot soldier's role is National Carbon 
Co., New York, which used 1,000-line 
ads in 76 newspapers June 15—Infantry 
Day. Magazine ads also will carry the 
theme. J. M. Mathes, Inc., is the 

agency. 


Campbell-Ewald 
Reopens Office, 
Expands Staff 


Detroit, June 15.—Reestablish; 
ment of the Pacific Coast office an 
addition of several new member 
to the staff were announced b 
Campbell-Ewald Company toda 
in preparation for handling th 
postwar business of its clients. | 

R. H. Crooker, executive vice 
president of the company, ~ 


head Pacific Coast operations wi 
headquarters in Los Angeles, at thé 
same time retaining his presen 
titles and his service on the Chey; 
rolet account, while Frank Me 
Ginnis, who has been Mr. Crooke;’ 
assistant on Chevrolet, has be’ 
named a vice-president and w. 
head the Detroit group working . 
this account. 

Henry G. Little, director of pub 
lic relations and advertising fo 
Nash-Kelvinator Corporation, an 
previously an agency executive fo 
many years, has been named vice 
president and general manager 0 
Campbell-Ewald, replacing W. 
Lewis, resigned. Winslow H. Cast 
with Newell-Emmett Company 
New York, for the past 11 year 
and previously with Campbel 
Ewald, returns to the  Detro 
agency as a vice-president an 
chairman of the plan board. 


Hollinshead Returns 


Melvin A. Hollinshead also 
turns to Campbell-Ewald as he 
of the radio department, a positit 
he held several years ago. In} 
interim he has been with Work 
Broadcasting Corporation, 41 
during the past two years i 
served in the Office of the Coordi 
nator of Inter-American Affal 
Charles F. Greene, formerly wt 
the aircraft section of Fisher Bo 
Corporation, and a _ newspaje 
man of long standing, has joie 
the agency’s publicity departme 

All of these staff changes ¥! 
take place early in July, accordil 
to Henry T. Ewald, president of tM 
agency, at which time the Los Al 
geles office will also be opened. ! 
this connection, Mr. Ewald & 
pressed the belief that much of ti 
industrial activity which has de 
veloped on the Coast will rem 
there, making this section ™ 
tively more important than ¢ 
before. 
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The Magazine of Architect!” 


me as : Ae - a ‘ re eG " a Pear ne a ns F 7 ee - a a” P S “i 9 cae “a 5 Bes oe 
. ee ; , £ = 5 i = 
a : 
os 
= i eee ao a 2 re ne | 
a? E ae: | } 
.. TT | | 
4 | : —a . 
sie | —— + oy 
ae | | arts brother... 
ee 
| a 
. | { | ee 4 
- ‘ 
| we * »~s _ ? = -— ~ 
by ee 
a ee ae 
_ SSS SSS . 
om | | Sa SSL : 
aie : : | | ‘ nnn : 
re | | Kage your eye on the infntty os : 
ete j ———___ ——— the doughy dees it! seam 5 
ee seseeamenancsesinmssennssositiiidal 
ee | : 
= 4 a 
a \. rea Ce aa — 
= - oaths Bega 2-2 ee a5 = a. “st = 7 - — e 
Sa eee eC . 
: says Ee " <— eee Es St ee =. 4 . 
: a oe) ee : 
ee 5 >> 2 ee 
sie . a < |) eee Aen: aS % 
7 = Bt eee i: 
a. peer ee pers | | = 
i ites, Saget 1. os 
eer: 7 rice 22 pee ol. ee 
ig. ret ae SSeS a ea | : 
ee. Wospair os Da | & 
i 2a ogee #22 se ae . 
ie ut FZ eee ta = ee ft ee 5 > Ge 
ne . (0S 30 2: rr tome s 
a. ae he mos — 2 age #4 & ; ie 
a aes aoe cS eee eee De — —— ; y 
ee ae ae a 4 eS — 76 \E ee a a Sr j 
oa oh an +a Se mae >, se . ave ca Bin s'&,, ze é C | is 
= Fon 9 85. Bas ae | - 
a eee Je erie 7 2 “> eee | a ee te c? re 
. ED Witte << ea ne ¢€ Pas. Bat, | & 
ane = OS age ee ea ae | ee . 
ile Se fe ee Hi Hii | are Fe a Bs © S| ee een | “ 
oT i ii | i al fai 2) 22 a. oe, oe ood Hes : 
j ; — Ae if a el | : 
eae ill il oe | 
“4g - = * / | AAAI MM GE HE oO oC | as| — : | 
: |) ||) | lil i ll i | Es 7 pee Ky! : 
: ~ Z oy Witt | | | \ if E- Ss — i : 
| i =a id 
oa s | hil | \ i} | r i » aoe 2 ree: 7 4 s 
A : it! Se ig x oe saat : 
: Boe: : Phas iia \\ | | WT | } i i Oy - 2 ey . cam es al Z: = eae es . i = aoe ae a / 
win sate : 
ae e | 
: | 
ha B | 
ee \ 
ss eeeeaes i me The | 
ae : | + 
’ ke A ® T | 
aS i Nationally Represented by Gilman, Nicoll & Ruthman | 
ieee) Ae : ; 
sf 5 Fs pe 4 ) mi, ys hh : es hh Ss ays < : teat 
re F Ms Ey = ‘ a E ye a Ay = : me a ." sabi . : ah ng 5 te , na ; 


19, 199 


Sh most important women tr bmerica! 


The young Wage Earner Housewives who set the pace for America’s biggest market 
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: Ewald Every super-market, like every neighborhood, offers With their richer experience, Macfadden editors 
a — de its own little cross-section of working America. And _ know the stories and articles that win high reader- 
t will -— always there are certain families whose market- ship; they know the genuinely human problems 
beg ‘wn baskets and homes show a taste for better things. | and the true-to-life solutions these reading millions 
Macfadden Women’s Group magazines were orig- | depend on to guide, to improve and better their 
inally conceived and are presently edited with the __ lives, their homes, their families. 
sole thought of segregating these more desirable Personal contacts with these families show that 
e . 

‘essiV young housewives. these are the magazines that do reach a better group 
Today, this policy is backed by the earnest, long- of younger housewives and mothers. And the re- 
7 a - experienced, long-tested skill of the Macfadden peated investments of -smerica’s fine brand names 


4 editors who originated the editorial techniques offer substantial recognition that they are “the most 
that first attracted Wage Earners to magazines. important women in America!” 
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New Dreft Copy 
Explains Wartime 
Production Halt 


(Picture on Page 59) 

Cincinnati, June 15.—To explain 
to housewives why Dreft isn’t on 
the grocer’s shelf, and at the same 
time maintain interest in that 
dishwashing aid, Procter & Gamble 
Company has just launched a new 
series of advertisements, 
newspaper comic sections in more 


using |" 


than a score of major markets. 

Copy avoids any flag waving, 
but explains how special materials 
used in making Dreft are needed 
now by Uncle Sam. 

“Rather than disappoint you by 
using substitute materials we’ve 
suspended the making of Dreft 
temporarily,” the initial color ad 
explains. “For there can be only 
one Dreft—and inferior materials 
could never give you the wonder- 
ful benefits Dreft gives. 

“So please understand. Soon, 
we hope, Dreft will be back again 


on your grocer’s shelves. Watch 
for it.” 

Besides keeping the public in- 
formed on the true wartime sup- 
ply picture, the series is expected 
to aid the retailer whose stock is 
exhausted but who may get a new 
supply as soon as production can 
be resumed. Dancer-Fitzgerald- 
Sample, Chicago, is the agency. 


Weiner Names Cairns 


Martin Weiner Company, New 
York, has appointed John A. Cairns 
& Co., New York, to handle adver- 
tising for its textile products. 


Breakdown of Family 
Statistics Published 

A breakdown of the 1940 census 
presenting statistical information 
about families in regions or cities 
of 1,000,000 or more has been pub- 
lished by the Bureau of the 
Census. 

Including 22 tables, it shows 
composition by race, number of 
children, number of lodgers and 
income. Copies may be had from 
the Superintendent of Documents, 
Government Printing Office, Wash- 
ington, for 30 cents. 


reposterous, Llmer 


GRAHAM PATTERSON, Publisher 


Ms 
d 


You’re a star salesman, Elmer, but you’re wasting time. You can’t sell 
farm equipment to people who plow their window boxes with soup spoons. 
There’s a sight of difference between the big city market and the rural 
market. Urbanites have no use for swarms of things that farmers buy, 
while rural people can use almost any product that sells in cities. FARM 
JOURNAL, though now limited to two and a half million copies, takes 
sales messages to far more readers than any other rural magazine. 


Every member of the farm family reads Farm Journat. Its advertising 
pages sell girdles, cosmetics and correspondence courses as handily as 
tractors. And today the rural income is billions bigger than ever. Much of 
it is going for things presently obtainable. Another large part is buying 
War Bonds. Farmers are engaged in post-war planning, and getting many 
of their ideas from the alert, brilliantly-edited pages of Farm JourNAL. 


JOURNAL 


ONE 


a 


Of the FIRST FOUR 


General Magazines 


covers the rural market 


Washingten Square, PHILADELPHIA 5 


peer a ar 


Advertising Age, June 19. 10m 


Ford Veteran | 
Becomes Chief of 
Willys-Overland 


Toledo, O., June 15.—In a 
it characterized as “highly slau 
cant to postwar automotive deve. 
opment,” Willys-Overland Motor; 
revealed this week that Charles 
Sorensen, veteran Ford executiy, 
and originator of the auto assembly 
line, has become chief executiy, 
officer of Willys-Overland and will 
take over as president. 

Ward M. Canaday, chairman oj 
the board, who assumed the presi. 
dency several months ago but an. 
nounced he was seeking a ney 
man for the job, disclosed the 
move. Saying Mr. Sorensen, asso. 
ciated with Henry Ford for 3 
years, “is regarded by many as the 
outstanding authority in America 
on mass production of low-cost 
motor vehicles,” the Willys-Over. 
land chairman added that “we wij] 
benefit from his wide knowledge 
of production, marketing and or. 
ganization at a time when our com- 
pany, which has designed the mili- 
tary jeep, is looking forward to 
an even greater appreciation on 
the part of the public of the virtues 
of a lightweight, low-cost econom- 
ical-to-operate vehicle.” 

The 62-year-old Danish-born 
production expert resigned last 
March as executive vice-president 
and general manager of Ford, after 
developing the moving assembly 
line, designing many Ford branch 
factories and helping develop many 
patented Ford products. He is 
taking over direction of Willys- 
Overland—which intends to com- 
pete with Ford in the postwar low- 
cost car market—at a time when 
the company has shown an in- 
crease of 31% over the comparable 
’43 six months period. Half-year 
earnings recently reported were 
$1,558,368. The company currently 
is fighting FTC charges that it en- 
gaged in false advertising in con- 
nection with the jeep, a contro- 
versy which may have an impor- 
tant effect upon its exclusive post- 
war right to the famous name. 

Prospects of resumption of car 
manufacturing this year, mean- 
while, appear increasingly slim. 

Executives of the auto com- 
panies are scheduled to meet in 
Washington with WPB Chairman 
Donald Nelson early in July to 
present estimates of the production 
which they believe will not inter- 
fere with war work. Even assum- 
ing that priority materials were 
made available for a modest pro- 
duction schedule, however, from 
three to six months probably will 
be needed before any company can 
actually turn a car off the line. 


Schatfner Joins Y&R 


W. A. Schaffner, formerly with 
the outpost division of OWI, ha 
been named manager of the inter- 
national  divi- 
sion of Youngt 
Rubicam, Nev 
York. 

Previously 
Mr. Schaffne! 
was account 
executive of 
Gotham Advet- 
tising Company, 
New York, ani 
vice - president 
of H. H. Elter- 
ich, Inc.,1 
charge of it 
London and Paris offices. 


4 A’s Elects Ohio Firm 


Kircher, Lytle, Helton & Collett 
Dayton, has been elected to mem 
bership in the American Associa 
tion of Advertising Agencies. 


W. A. Schaffner 


For Authoritative 
Technical Articles- 
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|? THESE DAYS of skyrocketing national fine fiction by the best authors on the other. 
income, manpower shortages and over- “cc Re li ‘ab ] e ! E du cationa ] ! Varie d ! 
stuffed savings accounts, it’s all too About people I like to read about.”* 


to get a fal ui t 
ae ee ee ee ee ee Because The American Magazine finds 


and potential markets. teh tle a ane ia me 
. editorial inspiration in the aspirations of 
Actually, factually, the war hasn’t 


changed things as much as you might 
think. According to the latest available 
figures, the substantial middle millions 


millions of your best customers, it should 
prove for you, as it has for other far- 
sighted advertisers, the happy medium 


PP ; ‘ to America’s middle millions. 
of our citizenry are still, after savings and 


taxes, your big buyers, to the cheerful “Quotations from our continuing studies of 
reader reaction and letters to our editor. 
total of 60 per cent, or three-fifths of 


the nation’s purchases. 


“Because it contains some of my 
own ideas .. .”* 


These middle millions are the people who 


dictate the publishing policy of The 
American Magazine. Their editorial pref- 
erences, expressed in our continuing 
monthly studies of reader reaction and in 
letters to our editors, ordain the unique 
balance we preserve between instructive, 
constructive articles on one hand, and 
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Wrigley Elected 
Board Chairman; 
$l-a-Year Man 


Chicago, June 15.—Philip K. 
Wrigley became an “employe” of 
the Wm. Wrigley Jr. Company 
again today with his election by 
the board of directors as chairman 
—at a nominal salary of $1 a year. 

Since his resignation as presi- 
dent of the gum manufacturing 
concern two months ago (AA, 


April 3), Mr. Wrigley has been 
serving as an active director and 
has continued to devote his ener- 
gies to the selling and advertising 
activities of the company. His sai- 
ary as president was set at $75,000, 
but actual payment was usually in 
the neighborhood of $62,000, since 
Mr. Wrigley followed the practice 
of deducting from the set figure to 
allow for time devoted to other in- 
terests, including the Chicago Cubs. 

James C. Cox, president, who 
succeeded Mr. Wrigley March 28, 
announced the board’s action, add- 
ing that as far as company oper- 


tions are concerned, the seri.3 of 
corporate moves has in no way 
iffected the nature of Mr. Wrig- 
ey’s participation in the business. 
hil Wrigley is the principal stock- 
holder, controlling nearly one 
third of the stock. The office of 
chairman was last held by the late 
Wm. Wrigley Jr., and has re- 
mained open since his death in 
January, 1932. He was named 
chairman in 1925 when Phil Wrig- 
ley, his son, succeeded him as 
president. Mr. Cox was formerly 
executive vice-president of the 
firm. 


To Open Own Office 


Larry Stevens, publicity director 
of the British Broadcasting Cor- 
poration, will resign July 5 to open 
his own public relations office at 
30 Rockefeller Plaza, New York. 
He plans to specialize in radio 
accounts, 


Broderick Named V.P. 


John P. Broderick has been 
named a vice-president of Dore- 
mus & Co., in charge of public 
relations. Formerly he was an 
editor of the Wall Street Journal. 


Where do people get 


most of their information... 


to help them plan their wartime living? 


a a household never 


Inevitably, Mrs. America has come to depend 


was exactly easy. For the past two years, it’s 


been doubly hard. Never has Mrs. America 


more heavily than ever on her newspaper for 


needed so much information just to plan her 
family’s living from day to day. 


Today’s housewife must keep up with every 
changing price and point-value, every altered 
rule that affects her wartime planning and 
buying. It’s a universal, ever-present problem 
in every home in the land. 


On a hundred other vital subjects, too, she 
needs constant informative guidance. On civil- 


This advertisement, prepared by the Bureau of Advertising, A. N. P. A. is published by The Philadelphia Evening Bulletin in the interest of all newspapers 


ian defense and war welfare ac- 
tivities...on how to save and 


make things last longer 
...on the many ways 
she can help with con- 
servation and salvage 
...she wants to keep 


& fully informed. 


help. For only there can she find all the in- 
formation she needs...when she needs it...in 
terms of things as they are in her own com- 
munity...and in a form that she can keep and 
refer to again and again. 


To Mrs. America, the newspaper always was 
important. These days, it’s wholly indispen- 
sable. The help she gets from both the news 
and the advertising columns is something she 
literally can’t do without. 


* * * 


Women’s sharply increased reliance on the 
newspaper means increased opportunity for 
advertisers who concentrate their efforts in 
newspapers. It means greater effectiveness for 
the advertiser with a war message for the home 
today...greater sales results when the products 
of peace return to market tomorrow. 


a 


Advertising Age, June 19, 1944 


Bankhead-Cannon 
Bill Opposed by 
N. E. Weeklies 


Boston, June 14.—Probably the 
first group of weekly newspapers 
to oppose the Bankhead-Cannon 
bill for paid government war bond 
advertising in weekly and smal] 
daily newspapers is the Massachu- 
setts Press Association, which 
passed the following resolution 
here this week: 

“Whereas the sale of advertis. 
ing to the federal government 
should, in our opinion, be on the 
same basis as sale of any other 
commodity or service, and where- 
as, the so-called Bankhead-Can- 
non bill (HR-8693) has been so 
amended to make it a “class” in. 
stead of a “business” bill; 

“Be it resolved, that the Massa- 
chusetts Press Association deplores 
the attitude of representatives in 
refusing to grant a rule for debate 
and vote on the floor of the House 
on any bill of such a controversia] 
and far-reaching nature; and 

“Be it further resolved, that the 
Massachusetts Press Association 
urge the National Editorial Asso- 
ciation to abandon the said Bank- 
head-Cannon bill as now amended, 
and endeavor to secure legislation 
to authorize all government de- 
partments having publicity of 
nationwide interest for dissemina- 
tion, to include in their depart- 
mental appropriations an item for 
advertising, such copy to be placed 
through established channels that 
are experienced in advertising.” 


Victory 1944 Is 
F lorsheim Number 
for Bond Sales 


Chicago, June 15.—One of the 
most unusual tie-ups with the 5th 
War Loan drive this week was 
that of Florsheim shoe _ shops, 
which got the idea that they could 
sell bonds over the telephone and 
proceeded to do so. 

The company asked for a special 
telephone number for the bond 
drive, and came up with the most 
appropriate number imaginable— 
a number which had apparently 
been overlooked by everyone else 
—Victory 1944. 

This number’ was _§ featured 
prominently in newspaper adver- 
tising, and Martin Maher, adver- 
tising manager, reported that “we 
have already registered a gratify- 
— number of large individual 
sales.” 


Norwood Weaver to 
A. C. Nielsen Company 


Norwood Weaver, formerly 
managing director of Magazine 
Marketing Service, New York, has 
been named a general vice-presi- 
dent of A. C. Nielsen Company, 
Chicago. 


Kenneth Laird Resigns 
Kenneth Laird has resigned as 
sales and advertising director for 
Nutrition Research Laboratories, 
Chicago, maker of pharmaceutical 
products. For the five months 
ending May 31, the company’s dol- 
lar volume was 173% ahead of the 
corresponding months of last year. 


WORLD PETROLEUM 


Reaches the world’s important planners, bere and abrosd. 
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UNDER THE MANAGEMENT OF 


REX W. WADMAN 
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With the forces . . . behind the 
lines... at important world capi- 
tals ... at every vital “‘listening 
post,’’ The Chicago Sun has fa- 
mous correspondents and writers 
to bring Sun readers complete 
factual news of the greatest story 
in history—Liberation! 


Here is the line-up of top-flight Sun 

talent: 

H. R. Knickerbocker, who holds a 
world-wide reputation for colorful re- 
porting. Ably assisted by the outstand- 
ing newspaperman, William Hum- 
phreys. 


W. A. S. Douglas, world traveler, vet- 
eran reporter, penetrating observer of 
people and places. 


Ernie Pyle, whose stories appear exclu- 
sively in Chicago in The Sun, is known 
all over America for his dispatches 
that someone called “like a letter from 
over there.” 


Frederick Kuh, chief of The Sun’s 
London Bureau, is one of the best in- 
formed newspapermen in that city. 


* H.R. KNICKERBOCKER 
* WILLIAM HUMPHREYS 
* W. A. S, DOUGLAS 
* ERNIE PYLE 

* FREDERICK KUH 

* JOHN MECKLIN 

* GORDON YOUNG 

* EDD JOHNSON 

* EDWARD ANGLY 

* CEDRIC SALTER 

* IRA WOLFERT 


He’s the man who scored a four-day 
scoop on the surrender of Italy. At his 
side is John Mecklin, a top-ranking 
newspaperman if there ever was one. 


Experienced Gordon Young watches 
and reports from Stockholm, while 


Edd Johnson, who knows his busi- 
ness from over fifteen years’ experi- 
ence, covers every play in Italy. 


Edward Angly, who scored one of the 
news beats of the war in scooping the 
world on the Teheran Conference, op- 
erates for Sun readers from Moscow. 


And, in Ankara, Turkey, another tested 
veteran, Cedric Salter, reports war 
as he sees it from his listening post in 
the Southeast. 


Reports from this staff of outstanding 
ability, come to Sun readers in addition 
to The Sun’s regular wire services— 


e@ The great United Press, peer of news- 
gathering groups. 


CHICAGO'S MORNING TRUTHpaper 


THE CHICAGO SUN 


400 W. Madison St., Chicago 


e Exclusively in the Midwest, the serv- 
ices of Reuters of England. 


e Exclusively in Chicago, the North 
American Newspaper Alliance, whose bat- 
tle-wise staff includes the Pulitzer Prize 
winner, Ira Wolfert. 


That begins to tell the story of the kind 
of talented and thorough news coverage 
The Sun is giving its readers. For Sun 
news coverage on every news-worthy 
subject is the reasonwhy more and more 
Chicagoans are turning to The Sun. To- 
day, well over 300,000 people buy The 
Sun every weekday—well over 400,000 
onSunday—and these two factsstand out: 


1. You need The Sun in any newspaper 
combination to cover Chicago com- 
pletely, economically and efficiently. 


2. By using The Sun alone you can make 
a tremendous impact against America’s 
No. 2 market with a relatively small ex- 


penditure. Actually, you can sell for less 
in The Sun. 


250 Park Ave., New York 


National Representatives: THE BRANHAM COMPANY, CHICAGO: 360 North Michigan Ave. - NEW YORK: 230 Park Ave. 


Atlanta - Charlotte - Dallas - Detroit - Kansas City - Los Angeles - Memphis 


NEWSPAPERS 


GET 


IMMEDIATE 


- St. Louis - San Francisco 
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Newsprint Tonnage 
Decreases 16°/, in 1944 


During the first five months of 
1944, daily newspapers reporting 
to the American Newspaper Pub- 
lishers Association used 977,448 
tons of newsprint, a decrease of 
16% under the same period in 
1943. For the month of May, the 
reporting papers consumed 197,427 
tons of newsprint paper, a 20.5% 
decrease under May, 1943. Total 
estimated newsprint consumption 
in the United States for May, 1944, 
was 263,236, while for the first five 
months of this year it was esti- 
mated at 1,303,264 tons. 


P&G Announces 
Plans for Blue 
Network Show 


Cincinnati, June 15.—Largest 
user of daytime radio, Procter & 
Gamble Company on July 3 will 
launch yet another five times 
weekly series, to be known as 
“Glamour Manor” on the full Blue 
Network, 9-9:30 a. m., PWT. 

Starring Cliff Arquette, the pro- 
gram will originate in Hollywood 
from an imaginary small hotel. 
Three times weekly it will have a 
comedy format, while Tuesdays 
and Thursdays will be “ladies’ 
days” of the audience participa- 
tion type. Charles Dane’s orches- 
tra will provide the music. 


To Promote Two Products 


Two P&G products will be pro- 
moted on the new show, Crisco 
through Compton Advertising and 
Ivory Snow through Benton & 
Bowles, which is also handling 
production of the series. 

P&G, through five advertising 
agencies, will renew two night- 


time shows and seven daytime 


programs on NBC for 52 weeks, 
beginning July 3. 

The night programs are “Abie’s 
Irish Rose,” for Drene shampoo 
through H. W. Kastor & Sons, Chi- 
cago, Saturdays, 7-7:30 CWT, and 
“Truth or Consequences” for Duz, 
through Compton Advertising, 
Saturdays, 7:30-8 p. m., CWT, 
both carried on the full NBC net- 
work. 


Daytime Shows Continue 


The P&G daytime serial lineup 
is: “Road of Life,” Compton Ad- 
vertising, for Duz, 10-10:15 a. m., 
full net; “Vic & Sade,” three agen- 
cies: Compton for Ivory flakes, 
Benton & Bowles for White laun- 
dry soap and Pedlar, Ryan & Lusk, 
for Dash, 10:15-10:30 a. m., on 94 
NBC stations; “Star Playhouse” 
with two agencies; Dancer-Fitz- 
gerald-Sample for Dreft, and 
Compton Advertising for Crisco, 
to move from 9:45-10 a. m. to 
10:30-10:45 a. m. on 78 NBC sta- 
tions; “A Woman of America,” 
Benton & Bowles for Ivory, 2-2:15 
p. m., full NBC net; “Ma Perkins,” 
Dancer - Fitzgerald - Sample for 
Oxydol, 2:15-2:30 p. m., full NBC 
net; “Pepper Young’s Family,” 
Pedlar, Ryan & Lusk for Camay, 


From a Market Standpoint. 


The future of the farm south is unfolding 
now. You needn’t wear strong glasses to 
see what lies ahead. 


Balanced agriculture, better methods, the 
influx of more industry, increased cash in- 
come and a new acquaintance with its 
larger place in the great American scene 
... these are some of the things which are 
bringing permanent growth and vitality to 


Is read by 2 out 

of every 5 white 

farm families in 
the South. 


the southern farm market. 


And here is Southern Agriculturist — a 


leader for three quarters of a century — 


helping nearly a million farmers in the 
many ways a vital publication can help. 
Today more than ever, it is the logical 
publication to carry your advertisements 
— your message of better products, better 
living — to the whole farm south. 


2:30-2:45 p. m., on 79 NBC sta- 
tions, and “Right to Happiness,” 
Compton Advertising for Ivory, 
2:45-3 p. m., full NBC network. 


AMI Shifts Time 


“The Life of Riley” program, on 
July 9 will move from its 2-2:30 
p. m., CWT spot Sundays to the 
Sunday, 9-9:30 p. m. spot over 167 
Blue Network stations for the 
American Meat Institute, Chicago, 
through Leo Burnett Company. 


Ford Renews Programs 
The Ford Motor Company, De- 


troit, through J. Walter Thompson | p 


Company, Chicago, has renewed, 
effective July 9, its seven Blue 
Network programs for 52 weeks. 
The programs are: the Monday 
through Friday newscast, 7-7:15 
p. m., CWT; “Greenfield Village 
Chapel Service,” Sundays, 7-7:15 
p. m., CWT; and “Early American 
Dance Music,” 7-7:30 p. m., CWT, 


Saturdays, all over 164 stations. 


Fibber, Molly Sign Again 


A new long-term contract that 
will carry them well into their 
second decade on NBC for the 
same sponsor was signed June 13 
by Fibber McGee and Molly and 
S. C. Johnson & Son, Racine, Wis., 
on behalf of Johnson’s wax and 
allied products. The McGees be- 
gin a summer hiatus following the 
June 20 edition, with the program 
returning Oct. 3 to its Tuesday 
9:30-10 p. m., EWT period for a 
full NBC network release plus the 
CBC chain. “Theater of War,” 
previously announced as premier- 
ing July 4, will be heard instead 
June 27 for a 14-week cycle. Need- 
ham, Louis & Brorby, Chicago, is 
the agency. 


McG-H Promotes Just 


Evan Just has been named edi- 
tor of Engineering and Mining 
Journal, a McGraw-Hill publica- 
tion. H. C. Parmelee becomes edi- 
tor emeritus. 
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Y&R Retains 
WAC Recruitmen 


Campaign Accoun 


Washington, D. C., June 15, 
The War Department announce 
today that Young & Rubicam, Ne, 
York, has been appointed to han 
WAC recruitment advertising {o, 
the fiscal year starting July 1. Siy. 
teen agencies had bid for the ap. 
count, among 37 asked to mak 
presentations for the paid cam. 


aign. 

Tke WAC account for the lay 
year has been handled by Young 
& Rubicam. Expenditures on jt 
entirely in newspapers, in this 
period have been about $1,500,009, 
Y&R was among agencies invite 
to bid for the new year campaign 

Estimates of expenditures fo 
WAC recruitment advertising the 
1944-45 fiscal year range from 
$1,000,000 to $5,000,000. The pro. 
motion program is supervised py 
an Army planning board, headed 
by Major-Gen. J. J. Ulio, which 
advises the Adjutant Genera] and 
the Army planning branch, Lt. 
Col. John F. Johns is chief of the 
planning branch. 

Although, at this writing, Con- 
gress has not approved funds for 
continuing WAC recruitment, the 
odds are said to favor it. Recently 
WAC enlistments have been 
boosted from an average of 3,700 
to 4,300 a month, and current 
WAC strength is about 80,000, 
This figure, however, is only 40% 
of the authorized WAC comple- 
ment of 200,000 by July 1, 1945. 


Smiley in New Post 
Robert N. Smiley, formerly 
manager of the investment divi- 
sion of the Chicago Better Busi- 
ness Bureau, has resigned to be- 
come associate general manager of 
the Town Development Company, 
Chicago, sub-division operator, 
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‘The Manchester Union- 
Leader performs the kind 
of services advertisers 
dream about — and seldom 
get. Standard Brands, like 
many other national adver 
tisers, has found that space 
in this powerful newspaper 
pec by the resultfl 
plus-services offered by out 
merchandising staff do a red 
job of getting sales in the rich 
anchester six county Prim 
ary Zone. 


Se ec ew eaee @ cose 


EXTRA MERCHANDISING SERVICES GET RESULTS, 


Full-time staff for pre-war ¢ 
merchandising service — dealer 


displa i d 
malting levers, postcards, broed- 
sides, etc. 


Careful attention to position 
treatment on all copy. 


A well-established and influen- 
tialtrade paper. Also a bi- 
monthly Food News Letter cov- 

- rtant New Hampshire 


ering im 
and Drug trade. 
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Grocers, aiding new product in- 
troduction, retail 
and mass displays. 
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. I am a regular reader of 
your magazine and do value highly 


hts presentation of the news on 
eam events, and also its 
ditorial opinions." 


Beorge C, Brainard, President 
THE GENERAL FIREPROOFING COMPANY 


(es 


News, if not transmitted, isn’t news... 


Originating in Washington, the news of 
national affairs for the week is spot- 
analyzed and late Friday night is printed 
for distribution over the weekend... 
From coast to coast 200,000 important 
people get the complete overall picture 
of national affairs when they open their 
United States News the, following Monday 
iii while it is news... Newspaper 


speed with magazine perspective..... 


Every week and week after week the in~ 
portant news of national affairs is spot- 
analyzed in pictures, Pictograms and in 
simple English—clear, crisp, concise. 


Daniel W. Ashley 
Vice President in charge of Advertising 


DER 


compan! 


fews OF NATIONAL AFFAIRS—more than ever important in the periods that lie ahead 
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Corning Glass Sued 
for 341/. Million 


Five suits seeking treble dam- 
ages of $34,500,000 from the Corn- 


j/ing Glass Works, Corning, N. Y., 


were filed June © in U. S. District 
Court by five companies, alleging 
violation of the anti-trust act 


'|through a conspiracy by Corning 


to restrain interstate and foreign 
commerce in the manufacture of 
glass bulbs, tubing and cane for 
use in manufacture of incandescent 
electric lamps. 

The actions were filed by Elram 
Glass Works, Hoboken, N. J.; 
Wabash Appliance Corporation, 
Brooklyn; Jewell Incandescent 
Lamp Company, Newark, N. J.; 
American Lamp Works, North 
Bergen, N. J.; and Dura Electric 


1|Lamp Company, Newark. 


WPB Appoints Adams 


Thornton S. Adams, sales man- 
ager of Spiegel, Inc., Chicago mail 
order house, has been named con- 
sultant to the director of the 
WPB’s consumers durable goods 
division. He will spend one week 
each month in Washington, retain- 
ing his present position with 
Spiegel. 


P&G Heads “43 
List of Spenders 
in Major Media 


New York, June 16.—Procter & 
Gamble Company, for the second 
time, heads the list of 1,499 adver- 
tisers spending $25,000 or more in 
any one of the four major media 
during 1943, according to the fifth 
annual edition of “Expenditures of 
National Advertisers in Newspa- 
pers, Magazines, Farm Journals 
and Chain Radio,” released today 
by the Bureau of Advertising, 
American Newspaper Publishers 
Association. 

The new book is the first listing 
of expenditures for newspaper ad- 
vertising in 1943 to appear any- 
where, and the first comparative 
listing of expenditures in the four 


media. 

P&G is the biggest investor both 
in newspaper space and in all four 
media combined, with General 
Foods second in the latter cate- 


Carefully prepared media lists do not always pro- 
vide a way to tell prospects where to find an adver- 
tiser’s local outlets. This weakness may limit the 
results of an otherwise complete advertising and 
marketing program. 


“WHERE CAN | FIND IT?” 


“WHERE CAN | GET SERVICE?” 


The answer to these questions 


Display your trade mark and brand name in the 
Classified section of telephone directories covering 
as many markets as you wish—a few or hundreds. 


CLASSIFIED TELEPHONE DIRECT so 


— Youn eran WANE 


— 


message for 
Aor service or product 


“<q HERE TO GET SERVICE” 


GRHERHE ARE S 


Tel. No. 
His Address ----*"*"""* Tel. No. 
Your Local Dealer apaovosoee® 
Your Local, Dealer Wis At adress oo TL We 
Wpesler Wis Address ----"° "7 Tel. No. 
| Yer cat eet ates faire TE he 


The list has ample coverage... 
Right type of circulation... 
But there’s a weakness. What is it? 


Underneath your trade mark list the names, 
addresses and telephone numbers of your dealers. 


Then, in your consumer advertising, in all media, 
suggest that people “Look in the Classified” for 
conveniently located, authorized outlets. Interested 
prospects are thus quickly brought in contact with 


your dealers. 


Many well known trade marks 
are now in the Classified 


The trade marks and brand names of many nation- 
ally known products are displayed in the Classified. 
Although manufacture in the consumer field is 
limited today, companies are maintaining contact 
between the public and their representatives through 
this busy medium. This builds strong dealer and 


4 
f 


distributor relations for 


post-war selling. 


Helps dealers 
carry on 


Right now this identification plan is helping to 


oy 


bring service business to dealers in many lines. With 
the sale of new mercharidise restricted, that’s 


doubly important. 


You will find detailed information on Trade 
Mark Service in Standard Rate & Data, General 


Magazine section, under 


Directories.” Or call a Directory Repre- 
sentative at the business office of your 


telephone company. 


“Telephone 
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gory, followed by General Motors, 
Lever Bros., R. J. Reynolds To. 
bacco, Sterling Drug, Genergj 
Mills, Coca-Cola (only newcome; 
to the “Top Ten” list this year) 
Colgate-Palmolive-Peet, and Lig. 
gett & Myers Tobacco. 

In newspaper expenditure 
alone, second largest investor was 
R. J. Reynolds, followed by C-P-p 
General Motors, Coca-Cola, Sea. 
gram Distillers, Lever Bros., Pp 
Lorillard, General Mills, and Lig. 
gett & Myers, the latter three 
being newcomers to the list as 
compared to 1942. 

Figures for all media represent 
gross expenditures, with newspa. 
per totals based on Media Records’ 
1943 linage reports, and those for 
the other three media taken from 
the reports of Publishers’ Infor. 
mation Bureau. 


Harper Named Head of 
ODT Programs Section 


Robert P. Harper, formerly dj- 
rector of public relations for the 
American Road Builders Associa- 
tion, and chief of special events 
for the War Finance Division of 
the Treasury Department, has 
been appointed chief of the pro- 
grams section of the ODT Divi- 
sion of Information, under Charles 
E. V. Prins. 

Until recently Mr. Harper was 
assistant to the president of Mo- 
tion Picture Advertising Service, 
Washington. He is executive | 
director of the American Public |/ 
Relations Association. 1a 


Geyer Appoints Agency 

Andrew Geyer, Inc., magazine 
publisher, has appointed Royal & 
de Guzman as its promotion and 
public relations counsel. The com- 
pany issues several monthly and 
annual publications for gift and 
art buyers, in addition to Authors 
Equipment Digest and Sports Age, 
both monthlies. 
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nation’s WO. 7 Farm 
INCOME MARKET 


‘AR has greatly expanded buying power in the Fresno market. But it 
was solid, well-balanced pre-war growth that built it and that assures 
a high capacity to retain wartime increases. 

Agriculture is the market's’ foundation. Not a one or two-crop farm 
production, but grains and grapes, cotton and flax, fruits and nuts and live- 
stock—essentials in wide diversity. The aggregate value is impressive. In 
1943, farm income in the four counties of the Fresno ABC trading area totaled 
over $302,000,000, again making it the nation’s first major agricultural market. 


Manufacturing competes with agriculture in the value of its output. 
Thirty-eight wineries, including the world’s largest, packing plants, canner- 
ies, creameries and other industries, ran up a total output of approximately 
$105,000,000 in 1943. 


Rounding out the resources of the area is mineral production, mostly 
petroleum from Kettleman Hills, aggregating $38,001,114 in 1942. 


CITY-ZONE POPULATION NOW OVER 100,000 


. »» with the Fresno Bee the only daily newspaper. 

Advancing from 77,457 in 1939 to 102,073 in 1943, the city-zone popula- 
tion of Fresno shows a change of 31%, in three years. And 81%, of it is covered 
by The Fresno Bee. * Now 115,142—Ration Book No. 4 
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Selling as a Career 


When Arno H. Johnson, of the 
J. Walter Thompson Company, 
presented his remarkable analysis 
of postwar marketing opportuni- 
ties at an NIAA regional meeting a 
few weeks ago, he added a post- 
script which should give advertis- 
ing and sales executives a new 
feeling of responsibility: that sales 
possibilities, market potentials and 
latent demand based on savings 
will not be realized until good ad- 
vertising and sales work convert 
prospects into orders. 

That is why we believe the pro- 
gram of the National Federation 
of Sales Executives to promote 
“Selling as a Career,” and to re- 
cruit the army of salesmen busi- 
ness will need to realize its post- 
war volume, is so much worth 
while. All of our preparation for 
business after the war will fall 
short of the objectives if we fail 
to have a well-trained and enthu- 
siastic army of salesmen driving 
hard for the orders which will 
make production, employment and 
prosperity possible. 

The successful distribution of 
the vastly increased potential out- 
put of our expanded manufactur- 
ing capacity is the key to the re- 
alization of our plans for peace- 
time operations. And the wise and 
intelligent organization of the 
salesmen who will have to convert 
rosy dreams of postwar sales of 


unprecedented peacetime volume 
into the day-to-day production of 
orders out on the firing line is the 
first step in the direction of mak- 
ing our distribution system func- 
tion as it must if we are to solve 
our national problems after V-Day. 

Recruiting the army of salesmen 
needed to do the job may not be 
too easy. Not long ago a young 
Army captain was discussing his 
plans for civilian life after the 
war. He had some sketchy ex- 
perience as a salesman before he 
donned Uncle Sam’s uniform. Yet 
he instinctively shrinks from sell- 
ing as a career, on the ground that 
it is a “funny business.” The rea- 
son is that he -has never been 
taught the fundamentals of sales- 
manship. 

There will be a vast pool of ex- 
cellent sales material coming out 
of the armed forces, as well as 
other fields, after the war. These 
men have been trained to think 
and to carry out previously pre- 
pared plans. If they know that 
selling is not hocus-pocus, but a 
service based on the mutually 
profitable exchange of goods and 
services, it will take on new dig- 
nity as well as new importance. 
And this is a job which must be 
done if we are to make our eco- 
nomic system work as well in the 
future as it has under the most 
favorable conditions in the past. 


What's Wanted from the 


Census 


The American Marketing Asso- 
ciation is the first organization in 
the field, we believe, to express its 
ideas as to the needs of business 
and marketing men for statistical 
information of the kind which can 
be supplied best by government. 
At its Philadelphia convention it 
adopted resolutions urging the 
Bureau of the Census to produce a 
census of manufactures, a census 
of distribution and a census of 
population for 1945, and a census 
of agriculture in 1944. 

The Department of Commerce 
and the Bureau of the Census have 
shown considerable interest in get- 
ting specific recommendations 
from business as to its statistical 
needs, and as to the type of in- 
formation which would be most 
useful in the transition and post- 
war periods. 

We are sure that the Department 
of Commerce and its various bu- 
reaus, as well as other govern- 


mental bodies which are responsi- 
ble for the development of busi- 
ness and marketing statistics, are 
anxious to improve their perform- 
ance and to create values which 
will justify the relatively large ex- 
penditures which the compilation 
of statistics on a national basis en- 
tails. 

Thus it seems to us imperative 
that all organizations and indi- 
vidual com.panies which recognize 
the fundamental importance of 
marketing statistics make a special 
and intensive effort to determine 
the form in which census material 
and other data should be prepared, 
the frequency of issuance and 
other information which would be 
helpful to government agencies in 
setting up their programs. Basic 
information of this kind, we pre- 
dict, will play a more important 
role in marketing in the future 
than ever before in the history of 
American business. 


NEW NAME-ON-A-DOOR FORMULA 


—Bristol-Myers Co. 


“He didn't marry the boss’ daughter—he borrowed the boss’ Mum!" 


Info Department 

We’ve always wondered why it 
takes any emergency, such as those 
induced by the current world fra- 
cas, to get us bits of useful infor- 
mation that we should have had 
all the time. For instance: Stude- 
baker has just published a useful, 
interesting and in many ways ex- 
citing little booklet on the care 
and feeding of automobiles, which 
seems to us to contain more useful 
data than we’ve ever seen any- 
where. “Press the clutch pedal 
when operating the starter to avoid 
the additional load of turning 
transmission gears,” the book ad- 
vises in one place; a very valuable 
piece of information. Yet diligent 
inquiry among assorted car-own- 
ing friends revealed only one or 
two who had ever heard this ad- 
vice, and none who could ever 
remember having seen it in con- 
nection with an instruction book 
or a maintenance book on car care. 
Why not? 


For Teen-Agers 


Nehi Corporation and Royal 
Crown Cola bottlers are continu- 
ing heavy promotion on the 36- 
page manual, “How to Organize a 
Teen-Age Night Club,” which has 
already had a sensationally suc- 
cessful career because it meets an 
ever-increasing demand for effec- 
tive methods of entertaining the 
restless adolescents. American 
Girl, Boy’s Life, Scholastic and 
Young America are carrying copy 
offering the book free, and civic 
and service clubs, YMCA, YWCA, 
church officials, school principals 
and others have been surprisingly 
active in requesting copies, to say 
nothing of the thousands de- 
manded by flaming youth itself. 

The book, prepared with the co- 
operation of Batton, Barton, Dur- 
stine & Osborn, Royal Crown 
agency, describes all club opera- 
tions in definite detail and with 
practical suggestions. Work sheets 
are included on organization chart, 
treasurer’s report, budgets, mem- 
bership cards, and the thousand 
and one details that make such an 
operation tick. Also included is a 
bibliography giving additional 
sources of information on eight 
activities. 


World Calendar Again 


First official endorsement of the 
calendar reform sponsored by the 
World Calendar Association has 
come from the advertising field, in 
the form of a resolution adopted at 
the recent meeting of the Interna- 
tional Affiliation of Sales and Ad- 
vertising Clubs, urging adoption 
of the proposed calendar which 
consists of 12 months and equal 
quarters of 91 days each. The 
calendar has been endorsed previ- 
ously by all types of individuals 
and organizations, but the Affilia- 
tion’s action marks the first step 


by any advertising group. The 
calendar is simplicity itself and 
would wash out many of the an- 
noying difficulties which confront 
advertisers, publishers and broad- 
casters because of the deficiencies 
in the existing method of toting 
up the days of the year. This year 
would be a particularly happy 
time to change over, too, says the 
association, which is located at 630 
Fifth Ave., New York 20, and 
which will be glad to supply in- 
formation to anyone interested. 


Invasion Speed 

WCAE, Pittsburgh, with the aid 
of W. Earl Bothwell Advertising 
Agency, pushed through an un- 
usual car card promotion in con- 
nection with invasion day. A card 
saying “Invasion News — WCAE, 
Pittsburgh’s Top News Station,” 
had been printed months in ad- 
vance. When the flash came they 
were rushed to car barns and bus 
garages beginning at 3:45 a. m. 
under the direction of Clark 
Glenn, production manager of the 
agency, and the next morning they 
blossomed all over town. 


Jottings 

First of the hit-it-on-the-nose 
claims on the invasion to reach 
this column came from Harold 
Roll, KOIL, Omaha, who sent 
along a proof of a half-page news- 
paper ad headed, “Follow the In- 
vasion.” “We prepared the ad 
and released it to local news- 
papers with instructions to run 
Monday and Tuesday,” he says— 
just in time to hit D-Day on the 
nose... 

And WGAR, Cleveland, switched 
from 1480 to 1220 kc, and gave a 
set of WGAR playing cards to 
every one in greater Cleveland 
with 1220 telephone numbers or 
1220 addresses. . . 

“As ‘Ket’ Sees It” is a new 
booklet from General Motors, em- 
bracing a series of talks C. F. Ket- 
tering, vice-president of General 
Motors, has been giving as part of 
the General Motors Symphony 
program each Sunday afternoon. .. 

Mary Furlong Moore, New York 
public relations counsel, thinks a 
new definition of such a coun- 
selor’s work is called for, and so 
is running a competition for defi- 
nitions of 35 words or less. The 
prize: the prestige of having writ- 
ten the definition. . . 

Paucity of help has employers 
wracking their brains trying to 
find some magnetic attraction to 
ease their problem. Natt S. Ensler, 
president of H. W. Fairfax Ad 
Agency, New York, has just com- 
pleted for its client, Blooming- 
dale’s department store, a series of 
movie shorts depicting scenes in 
the various departments of the 
store, with the attractions and in- 
ducements its many services offer 
the prospective employe... 
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The following documents may 
be secured without charge from 
companies sponsoring them, gp 
through ADVERTISING AGE, by ang 
national advertiser or advertigsj 
agency executive writing on hig 
business letterhead. 


No. 2348. The Postwar Plans of 
Kansas Families. 


This 55-page advance supplé 
mentary study to the 1944 Kansas 
Radio Audience Survey, issued by 
WIBW, Topeka, tells of the pregs 
ent plans of Kansas families fop 
the postwar period. Containing 
tables and charts, the booklet 
shows that Kansas families expeg 
to spend $1,104,150,000 for large 
items of merchandise in the first 
three postwar years. 


No. 2349. Outdoor Advertising q 
Channel of Communication in 
the War Effort. 

How outdoor advertising ig 
effectively helping the Treasury 
sell war bonds is graphically de- 
scribed in this booklet published 
by Outdoor Advertising Associa- 
tion of America, Chicago. 


No. 2350. Seventy - one Major 
1944-45 Pay Days. 
To help advertisers time their 
copy “to pull the greatest number 
of dollars for your advertising 
penny,” Huntington Publishing 
Company has issued this folder 
listing the pay day dates and pay 
volume of 140 businesses in Hunt 
ington, W. Va. 


No. 2351. How Big a Slice Would 
You Like? 

This four-page color presenta- 
tion gives WTAG’s day and night 
coverage in relation to that of 
other Worcester, Mass., stations. 
Figures show the percentage of 
radio sets tuned in to all Worces- 
ter stations during January and 
February, and time costs are com- 
pared. 


No. 2352. Your Pin-Up Map. 

Issued by Arkansas Dailies, Inc., 
Memphis, Tenn., this map outlines 
the 75 counties of the state, with 
shaded parts denoting areas cov- 
ered effectively by dailies. The re- 
verse side lists vital county statis- 
tics. 


No. 2353. Small Town Women 
Have Reasons... 


Grit has issued this folder show- 
ing how small town women are 
finding more and more reasons 
for calling on a woman’s service 
publication. It cites specific re 
sponses to editorial offers. 


No. 2354. Most of the Listeners, 

Most of the Time . 

C. E. Hooper’s survey of St 
Louis listening habits covering 108 
weekly broadcast periods for fall 
and winter, 1943-44, gives KMOX 
the highest listener ratings in more 
of the broadcasts than all other six 
St. Louis stations combined, says 
this pamphlet. Issued by KMOX, 
it reveals that 95% of all CBS net 
work programs enjoy highe! 
Hooper ratings in St. .Louis—the 
country’s 12th largést market— 
than they do nationally. 


No. 2303. A Survey of Pittsburgh 
Consumers’ Postwar Plans. 

The maps, charts and tables i 
this consumer survey, issued by 
the Pittsburgh Press, provide # 
wealth of information about thé 
present wartime Pittsburgh and @ 
forecast of the future. The m* 
terial covers family status, shoP 
ping habits, employment, plans f@ 
postwar building and improve 


ments, etc. 
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... but he seldom goes. 


Organists in NBC’s stand-by 
studios are constantly ready and 
waiting to go on the air at a sec- 
ond’s notice if a power, mechani- 
cal or production failure should 
interrupt a scheduled broadcast. 


True, NBC programs have a habit of 
going on as scheduled and runnirg from 
start to finish without interruptions. 
But just once in a while something does 
go wrong. Then the red light flashes in 
“stand-by” and the organist, all set for 
such emergencies—goes. 


But goes with what? The first tune 
that pops in his head? Hardly. 


They all tune to the 


National Broadcasting Company 


it’s a National Habit 


Day after day, he listens to every pro- 
gram, and selects music appropriate 
to play should it be interrupted. That’s 
why NBC listeners aren’t apt to hear 
“Mairzy Doats” during an emergency 
break in a symphony program. 


* a * 


Selecting appropriate music for net- 
work emergencies is but a small part 
of a network’s job. But it illustrates the 
manner in which NBC plans details in 
every department, overlooks nothing in 
building smoothness of presentation. A 
combination of all these little things 
done well helps give NBC its leader- 
ship, helps make NBC “The Network 
Most People Listen to Most.” 


A Service of Radio 
Corporation of America 
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Advertisers Put 
on Competitive 


‘Show for Doctors 


Chicago, June 14.—Philip Mor- 
ris and Camel cigarets, both of 
which have been advertising 
aggressively to medical men and 
other professional factors, are at 
it hammer-and-tongs this week 
with exhibits at the 94th annual 
convention of the American Medi- 
cal Association at the Stevens 
Hotel. 

The scientific aspects of the 
nicotine problem are featured in 
their displays, while Camel backs 
up its story with a liberal distri- 
bution of full-size samples in 
plastic cigaret cases embossed with 
the initials of the recipient. 

The medical man as an aid to 


‘selling the general public is being 


recognized increasingly by adver- 
tisers, judging from the impressive 
list of exhibitors at this show, 
which is attended by thousands of 
doctors from all over the country. 

Coca-Cola is typical of those 
who refuse to get scientific. Its 
demonstration consists of ice-cold 


bottles of the beverage, dispensed 
by good-looking girls. The weather 
has been warm enough to make 
the demonstration both convincing 
and satisfying. 


Feature Baby Foods 


Among leading food advertisers, 
some of whom feature baby foods, 
represented at the show are Beech- 
Nut, Best Foods (Nucoa), Borden, 
Carnation Milk, Corn Products 
Refining Company, General Foods, 
Gerber Products, Chr. Hansen’s 
Laboratory, H. J. Heinz, Horlick’s 
Malted Milk, Libby, McNeill & 
Libby and Pet Milk Sales Cor- 
poration. 

The highly competitive hearing 
aid field is represented with Dic- 
tograph (Acousticon), Maico Com- 
pany, Otarion, Sonotone and Zen- 
ith, while orthopedic shoes are 
displayed by Conformal Footwear 
Company, along with Mrs. Day’s 
Ideal baby shoes. 

An interesting group of exhibi- 
tors is made up of cosmetics man- 
ufacturers, most of whom feature 
the allergy angle in their promo- 
tion to doctors. They include 
Almay, Inc., Luzier’s, Marcelle 
Cosmetics, Inc., Hudnut, Lydia 


MEDICINAL DEFENDER—E. R. Squibb 
& Sons, New York, pictures and relates 
its part in the production of penicillin 
—'man's greatest defender against 
bacterial enemies"—in a new ad in na. 
tional magazines, several newspapers 
and newspaper sections, through BBDO, 


A PRIVILEGE, AN OPPORTUNIT 
. Mi AOU 


Morale and health are two of the greatest 
factors in winning a war. Victory demands 
that they be kept at the highest levels on 
both the fighting front and the production 
front. 

ai: So, for thirteen weeks a radio program en- 
. titled “Ounce of Prevention” was produced 
inside local war production plants in which 
more than four hundred thousand war 
workers were daily employed. Scripts, pre- 
pared in collaboration with the Los Angeles 
Defense Council, dramatized 
industrial health programs, 
showed how and why they re- 
duced absenteeism and labor 
turnover and improved morale. 


EDWARD PETRY AND COMPANY, 


. 


HAS A PLACE 


in war production! 


“Ounce of Prevention’, by exemplifying 
war plants with good health programs and 
revealing the benefits therefrom, has encour- 
aged management and labor-management 
committees of other plants to inaugurate sim- 


ilar health plans. 


Yes, radio does have a place in war pro- 
duction effort, and here again is evidence of 
how a radio station can play a vital part in 
community welfare and build loyalty and 
good will among a listening audience. 


50,000 WATTS + CLEAR CHANNEL + 640 KILOCYCLES 


Mente ©. Gating, de 


INC., NATIONAL 


y 


REPRESENTATIVES 


O’Leary (Covermark) and other 
well-known houses. 

Procter & Gamble tells the story 
of Ivory soap, with samples, and 
the Mennen Company is pro- 
moting its shaving and after-shav- 
ing products. Lily-Tulip Corpora- 
tion is making a drive here against 
the bubbling fountain. 


Stokely Wins ‘A’ Award 


St. Paul and Greensburg, Ind, 
plants of Stokely Foods, Inc., have 
been awarded the War Food Ad- 
ministration’s “A” award for out- 
standing food production. They 
are the first food processors in 
Indiana to win the award. 


Caribe Names McC-E 


Caribe Motors Corporation, San 
Juan, Puerto Rico, which dis. 
tributes General Motors cars and 
trucks and Fruehauf trailers in 
that country, has appointed the 
San Juan office of McCann-Erick- 
son to handle its advertising in 
newspapers and radio. 


‘Canadian 
Women 
Prefer 

Chatelaine 


*A magazine edited fot 
ung married women in 


nglish-reading Canada. 


* Reaches one in every fout 
urban families, 


* The direct way to ensuft 
your share in Canada’s 
expanded consumer put 
chasing power. 


* Published by The Mac 
Lean Publishing Com 
pany Limited, largest 
magazine publishing 
house in Canada. 


Chatelain 


The Canadian Woman’s 


481 University Ave., Toronto 2, Cans 
New York, Chicago, Mon 


i London, (Bng.) 
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Words @ lamp 200 but a picture is light, flashes where words fumble... And gravure is 


a reflector that enriches and embellishes, gives more eye appeal, greater attention value to pictures . . . Sunday picture sections in 
gravure regularly rate highest readership in publishing 90%, whole family reading, at home, on Sunday. . give advertising more 
attraction—and more audience! Metropolitan Group merges into a great national medium 94% of all gravure picture section 
circulation— 11,500,000, in 24 major Sunday papers, reaching half the country’s better-buying homes. Sections can be selected to 


suit markets ; ten Or more earn lower Group rates... Details can be obtained from any office. Learn more now about eee 


Metropolitan Group Gravure 


Baltimore Sun * Boston Globe + Boston Herald + Buffalo Courier-Express + Chicago Tribune ¢ Cincinnati Enquirer 

Cleveland Plain Dealer » Des Moines Register + Detroit News * Detroit Free Press * Milwaukee Journal « Minneapolis Tribune 

New York News * Philadelphia Inquirer + Pittsburgh Press * Providence Journal « St. Louis Globe~-Democrat ¢ St. Louis Post-Dispatch 
St. Paul Pioneer Press * Scranton Scrantonian * Seattle Times + Springfield Union & Republican + Syracuse Post-Standard + Washington Star 


220 East 42nd Street, New York 17 * Tribune Tower, Chicago 11 * New Center Building, Detroit 2 + 155 Montgomery Street, San Francisco 4 
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Savage Tire Company, both of 
Baltimore, to its list of accounts. 
The former has started a news- 
paper campaign in 28 cities and 
the latter will use radio, news- 


papers, car cards and 24-sheet 
posters. Rita Ephraim, formerly 
an assistant in the agency’s media 
department, has been named 
space buyer. 


Gets Two Accounts 


Leon S. Golnick & Associates, 
Baltimore, has added Bennett Food 
Products Company and Burke- 
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Three Cities Linked Together... 
ONE MAGIC MARKET OF 200,000! 


Stand on ONE of the 3 big Mississippi River bridges here and you view 
a flourishing market of more than 200,000 people . . . a market with an 
industrial payroll totaling nearly a BILLION DOLLARS annually! 


You might not consider putting special sales effort on Rock Island, or 
Moline, Illinois, or on Davenport, Iowa, singly . . . but combined as the 
Tri-Cities, you have a ful market package! Your sales effort will 
pull extra weight here, too, for Tri-Cities families spend 23% more than 
the average U. S. family. 
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So disregard “city listings” when sizing up this important, prosperous 
market. And count on almost magic results when you use these local, right- 
at-home salesmen... 
V Nearly 60% of the Tri-Cities is on the Illinois side, fully covered 
without duplication by Rock Island Argus and Moline Dispatch. 
V 100% of this prosperous market is blanketed by WHBF. 


MOLINE DAILY DISPATCH 


Te nO OLE TT EST HOLIME, LLINOM, WEDNESDAY EVENING, JANUARY ft. 1942 


ROCK ISLAND ARGUS , 
MOLINE DISPATCH 
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Investment Cos. 
Roverse SEC Rule 
for War Bond Ad 


New York, June 13.—Simulating 
any other financial ad used to an- 
nounce a new stock or bond offer- 
ing for some private enterprise, 
the largest group ever formed in 
New York’s financial district for 
the distribution of investment 
securities yesterday ran full pages 
in standard size dailies here to 
announce an offering of “$16,000,- 
000,000 United States of America 
Savings Bonds.” 

Instead of the caption being fol- 
lowed by additional pertinent data 
on the offer, as is usual in regu- 
lar financial ads, the ad carries 
signatures of 468 securities dealers 
and about 70 banks. 

Unusual is a line at the top of 
the ad, completely in reverse of 
that which appears in ordinary 
security announcements in con- 
formity with rules of the Securi- 
ties and. Exchange Commission. 
Normally, this line says “This ad 
appears of record only and is not, 
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and is under no circumstances % 
be construed an offer of thes 
securities for sale or a solicitation 
of an offer to buy any of theg 
securities. The offering is mage 
only by the prospectus.” 

The war bond ad puts it this 
way: “This advertisement is both 
an offer to sell and a solicitatigy 
of your offer to buy any of thege 
securities, information concernij 
which may be obtained from any 
of the undersigned.” 

Doremus & Co. prepared the 
advertisement. 


To Be General Magazine 


Effective with the September 
issue, Stardom, New York, movie 
publication, will become a genera] 
magazine of interest to girls jp 
the 13 to 18 age group, with major 
attention given to fashion, beay 
and health. Helen Valentine, for. 
merly promotion director of Made. 
moiselle, will edit the new maga. 
zine, and Dr. Mehemed Fehmy 
Agha will be consulting art direc. 
tor. Advertising space will be 
sold separately or in combination 
with Screen Guide. 


“Clancy just lets everything go when the Buffalo 
Evening News hits the street with its swell selec- 
tion of comics* and cartoons.”’ 
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‘7 or er | be—the Buffalo News has em. Or if you're in- 
a terested in columnists and feature writers, oS 
our readers ore, the News has nearly 50 every 
a te j Ge weekday — one we subscribe f° 5 news and 3 a 
int | fad * Bs picture services- No matter what it is, the News 
Pe a Dl 4 # — ag - & has something that 250,000 Western New York 
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ENGTH IN WAR 


AND PEACE-—-THE PARTNERSHIP OF MAN AND WOMAN 


Painted for McCall's by Roy Spreter 


iT? devs users 


To develop the product is the man’s job. But 
to put the product in the home, and train the 
family to use it, is the woman’s. This makes 
her not only America’s #1 buyer and the 


American manufacturer’s best salesman. but 


the only salesman in a position to establish 


long term family product-habits. 
Because the woman’s role is different from 
the man’s, her reading interests are also differ- 


ent. That is the reason for the existence of 


women’s magazines and the reason no other 
magazines can take their place in the lives 


of women. 
Very personal 


McCall’s, the magazine that thinks the way 


women think, is more than a magazine. To 
millions of women it is a friend... a very 
personal friend that is an unfailing source of 
information and inspiration. That is why one 
out of five American women say — “McCall's” 
is my magazine”! 

In war as in peace. McCall's is edited directly 
to the three primary interests of the American 


Woman — Her Heart. Her Home, Herself. 


MME 


THREE MAGAZINES IN ONE 
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Nielsen Supplies 
‘Missing Link’ to 
Home Food Data 


120 Million Cases 
Canned at Home in 
'43, Survey Shows 


Chicago, June 13.—Victory gar- 
deners canned substantially more 
than 120,000,000 commercial- 
equivalent cases of vegetables, 
fruits and juices in 1943, the A. C. 
Nielsen Company revealed this 
week in disclosing results of a 
survey to supply the “missing 
link”—accurate assessment of the 
amount of food stored in homes— 
to available data on processor, 
wholesaler and retailer stocks. 

The company, world’s largest 
marketing research organization, 
employed the Nielsen Radio Index 
facilities to conduct two audits 
approximately four months apart, 
covering substantially the same 
700 homes in both instances. Re- 
porting on results, the current 
“Nielsen Researcher” discloses: 

“1. That the nation had avail- 
able on Dec. 21, 1943, not only the 
net total of 120,000,000 cases of 
home+canned fruit, but also 20,- 
000,000 cases of commercially- 
precessed foods of similar type. 

“2. That consumption of home 
canned foods had, in the ensuing 
17 weeks, amounted to 45% of the 
Dec. 21 holding, leaving an esti- 
mated national total of about 66,- 
000,000 cases as of April 15. 


Stocks Decline 


“3. That several factors—un- 
doubtedly including the interven- 
ing reductions and ultimate elimi- 
nation of ration points on commer- 
cially-processed vegetables — had 
produced a simultaneous liquida- 
tion of 13% in the domestic stocks 
of commercially - processed foods, 


from the original 20,000,000 down 
to approximately 17,500,000 cases 
as of April 15. 

“4. That the public had appar- 
ently reacted very intelligently to 
the relaxation of rationing and— 
instead of seizing this as an oppor- 
tunity to replenish their holdings, 
as many authorities feared they 
might—had begun to use commer- 
cially-processed foods not only 
more freely but also more widely 
than previously. 

“5. That fully as many Victory 
gardens were being contemplated 
for 1944 as had been cultivated in 


1943, and that 85% of our gar- 
deners were planning equal or 
larger plantings this year.” 

The home-stock problem first 
came up during discussion of the 
acreages to be planted in leading 
commercial vegetable crops for 
1944. 

“The War Food Administration,” 
the “Researcher” explained, 
“asked for substantial increases in 
1944 over the already large 1943 
production, just as the canners 
were beginning to feel a decided 
slow-down in the liquidation of 
their remaining 1943 output. What 


to do? The canners wanted to 
continue cooperating fully in the 
war effort, as they had previously 
done, but badly needed assurance 
against the likelihood of a disas- 
trous carry-over. Information on 
processor and wholesaler stocks 
was available from industry 
sources, and retail stock data were 
ready at hand, via the Nielsen 
Food Index. 

“The only missing link,” it con- 
tinued, “was the domestic stock 
factor,” adding that this is where 
the Nielsen Radio Index facilities 
came into use. With its field staff 
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regularly making periodic visits tg 
the same cross-section of hom 
“the company was able to obtaip 
accurate information on _ buyin 
habits and home inventories,” jn. 
cluding access to home “hoards” 
which often are carefully guardeg 
secrets insofar as mail or door-to. 
door inquiries are concerned. 

Its study of home stocks of 
canned fruits and vegetables, the 
company emphasizes, showed the 
“wide difference between the rea] 
facts and the answers given by 
housewives ‘for publication pur. 
poses.’ ” 
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Why they 
eall the 
POST 
New York’s 
YOUTH-paper 


REASON No. 5 


25 TO 34 YEAR OLDS 


NEW YORK POST............ 33.3% 
EVENING PAPER A........... 23.0% 
EVENING PAPER B........... 29.7% 
EVENING PAPER C........... 31.1% 


This distribution of youth 
readership among New 
York evening newspapers 
is but one of the many 
startling facts brought out 
in a survey made among 
9422 New York depart- 
ment store shoppers by 
Fact Finders for the New 
York POST. 


WRITE FOR THE COM- 
PLETE FACT FINDERS 
“REPORT TO YOU.” It is 
- FREE on request. 


NEW 
YORK 


75 WEST ST. * N.Y.C.6 


Mary McClung, Advertising Director 
Ed Kennelly, Nati. Advertising Manager 


Laughter —to give you strength 


AUGHTER for enjoyment? For 
merriment and just plain fun? 
Certainly. But with the shadows of 
war ever present over the world— 
over your land—in your street and 
in your home—laughter can bring 
you much more. 


It brings to your life release from 
tension—a respite from wondering 
and worrying—refreshment and 
courage and strength to tackle to- 
morrow’s job with new zest and 
vigor—new hope and courage. 
Laughter—to give you strength. 


Laughter—from the jesters of a 
nation—over your radio, with its 


funny men and women, its witty, 


‘well-turned phrases ... its puns... 


its comical songs and situations. 


Laughter is a pretty important part 
of life. 


Laughter is a pretty important part 
of radio. 


It’s a pretty important part of the 
Blpe Network. 


There’s wit in plenty, too, on many 
Blue programs—though wit is but 
one of the ingredients of this round- 
up of the great of the entertainment 
world. 


THIS IS THE 


You are the one that makes these 
and all the rest of radio’s comedy 
possible. You in your home... you 
in your job... you on your ship... 
you in barracks, and tents and on 
the battlefields of the world. 


You—and your chuckles and laughs 
that can’t be ordered or ordained or 
dictated—no, and sometimes not 
even predicted. 


Your tired nerves need the balm of 
humor. When your spirits need the 
lift of sly wit... when you want 
to laugh freely, wholeheartedly, joy- 
ously—listen to your radio. 


NETWORK 


In Ads No. 4 and 5 of The BLUE’S National Campaign, we con- 
tinue the fundamental theme—ALL broadcasting’s service to the 
people. But we also highlight two of The BLUE’S own contribu- 
tions—“‘Laughter” which is sorely needed these days, and The 
BLUE’S daytime programming philosophy. 
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CJBC Increases Power 


Station CJBC, Toronto, member 
Hof the CBC Dominion network 
and Toronto outlet for the Blue 
Network, will operate under power 
increased from 1,000 to 5,000 
watts, effective Sept. 1. 


Joins Catalina Mills 

George N. Elliot, with the War 
Manpower Commission in Los An- 
geles for two years, has resigned 
to become advertising manager of 
Catalina Knitting Mills, Los An- 
geles. 


Expands Advertising 


for Two Magazines 


Fawcett Publications, New York, 
has expanded advertising sched- 
ules for True and Life Story 
Magazine to include newspapers in 
50 major cities across the coun- 
try. Insertions of 600-line space 
are being used monthly. Magazine 
Digest, distributed nationally by 
Fawcett, has started its first pro- 
motional effort, employing first 
page reader notices in leading key 
city newspapers. Hill Advertis- 
ing, New York, is the agency. 


Centaur to Herald 


Castoria’s Return 
in All Dailies 


Rahway, N. J., June 15.—Cen- 
taur Company, division of Sterling 
Drug, Inc., has released space 
orders to every daily newspaper 
in the country for three 500-line 
ads to appear next month, an- 
nouncing that Fletcher’s Castoria 
is again available. Advertising 
will be resumed in 27 national 


magazines starting with August 
issues. 

Sale of the product was discon- 
tinued May 4, 1943, when it Was 
found that in some cases the prod- 
uct caused irritation of the mucous 
membranes, resulting in nausea 
and vomiting. The company ran 
400-line ads in all dailies urging 
consumers to return any Castoria 
purchased since March 1, 1943, to 
retailers for refund. Retailers 
were told to discontinue immedi- 
ately sale of the product and re- 
turn all stock to the manufacturer 
(AA, May 10, °43). Radio net- 


—_—_— 


works carried announcements of 
the tainted Castoria as a public 
service. 

About seven weeks later news- 
paper ads announced that the 
baffling Castoria mystery had been 
solved and that manufacture of 
the product had been resumed 
(AA, June 28, ’43). Earlier this 
year Centaur ran copy in drug 
papers illustrating the new pack- 
age which had been adopted for 
Castoria so there would be no 
possible chance of confusing it 
with any of the old stock not re- 
turned. 

Current issues of drug papers 


cy 
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Who are you in the ‘Daytime? 


x your emotions influenced 
by the hands of the clock— 
or by the ticking of your heart? 


The Blue Network and its affili- 
ated stations are inclined to be- 
lieve that your hopes and desires 
—your tastes and your prefer- 
ences don’t change with the pass- 
ing hours. 


That if you enjoy a good, hearty 
laugh of an evening, you also en- 
joy mirth and wit while you're 
washing the dishes. That if there’s 
a small baby in the house, you, 


like he, are swayed more by its 
needs, day and night, than by the 
hour or minute. That if you go 
through the evening listening for 
news of some specific theater of 
war—that’s where your thoughts 
may be while you’re waiting for 
the kids to come home from 
school. 


These are more than beliefs on 
our part. They are convictions— 
convictions so firm and deep- 
rooted that we have built the 
entire structure of our daytime 


THIS 18 THE 
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radio programs upon them. Fur- 
thermore, we bring you a whole 
wealth of such programs, not once 
or twice a week but every day! 


For in this important phase of 
our operations, as in all others, 
the Blue, and its affiliated sta- 
tions know that their function in 
life is to furnish a bridge between 
the world and you—to express 
the world to you and you to the 
world... 


In fact... this is the Blue Net- 
work! 

NETWORK 
syvrseresem.,. me -?¢ 


Both advertisements are being run by The BLUE in national 
publications and in newspapers in BLUE-owned station cities; 
and by BLUE affiliates in their city newspapers. In addition, the 
ads form the basis for dramatized recorded spots which all BLUE 
stations are broadcasting so as to expand the audiences for 
these messages. 


announce to the trade that Fletch- 
er’s Castoria is now being dis- 
tributed and that nationwide dis- 
tribution to retailers is expected 
to be completed by July 15. The 
copy tells dealers of the nationwide 
advertising scheduled to inform 
the public of the product’s avail- 
ability. 

Young & Rubicam, New York, is 
the agency. 

e 


Fairall Adds Account 

Fairall & Co., Des Moines, has 
been named to direct a national 
public relations campaign for the 
Wartime Swine Industry Council. 


TRANSPORTATION, 
EQUIPMENT, MATERIALS, 
AND SUPPLIES 


$]500 5 vear 
SUBSCRIPTION 


8214% RENEWALS 


A POWERFUL 
GUARANTEED 
CIRCULATION 
WITH HIGH PASS-ON 

READERSHIP 
THAT JUSTIFIES 
YOUR FULL 
ADVERTISING 
CONSIDERATION 


| 
Write today for more detailed 
| 


information and sample copies. 


TRAFFIC WORLD 


(Weer) 


CHICAGO 7, ILLINOIS 
418 SO. MARKET ST. 


* 
NEW YORK 17, N. Y. 
250 PARK AVENUE 
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Auto Advertising 
Spurts Again; 
Others Decline 


Chicago, June 14. — Resurgence 
of automotive advertising, with the 
industry now considering produc- 
tion estimates for new cars to be 
built without seriously affecting 
current war contracts, was re- 
flected this week in latest news- 
paper linage reports. 

While most other classifications 
suffered losses during April, auto- 
motive advertising in newspapers 
of 52 cities measured by Media 
Records, Inc., recovered from 
a March slump to show a 5.7% 
gain. General advertising was the 
only other classification to register 
a gain for the month. 

Linage in the 52 cities during 
April went over the 3,000,000-line 
mark for automotive copy for the 
first time since last November, 


Toronto Ad Club Elects | Benton Promoted ARF Appoints Four — 
Betty Barrie has been etected D. M. Benton, sales manager of|to Executive Group GAIN AND LOSS PERCENTAGES - 52 CITIES 6 
president of the Women’s Adver-|the New Orleans Bakery of Loose- ta 7 
tising Club of Toronto. Other of-| Wiles Biscuit Company, has been Pegg gy Wags oh age aay Sine = (0 uss ain 
ficers are: Mrs. Shirley Baker,| appointed assistant bakery man- proposed expansion program, has GUSSIFICATION 3 ed 0 ° 0 a ed 
ne ere nw Kel- | ager of the same Loose-Wiles divi- named an executive committee enn “10.0% =e 
ett, corresponding secretary. sion, comprised of Richard Compton, porns on -= 
president, Compton Advertising; AUTOMOTIVE 5.7 a 
Otis A. Kenyon, chairman of FUNANCIAL ~12.7 —aererery 
j the board of Kenyon & Eckhardt; Torat DisPtay “71 — 
Ro Stuart Peabody, advertising di- CLassiFieD- ~6.9 
rector, Borden Company; and Har- TOTAL ADVERTISING -7.0 
A i nh old . Thomas, vice-president, Departwent Stores 713.7 
ie — Sterling Drugs, and chairman of 
PPS os eae are af the War Advertising Council. Gears en oy ae > ee 
cee ; William G. Palmer, vice-presi- 
TRANSPORTATION 245 000.000 ak of 0, Water Tacepeen Com. poem “a 
f ’ ho Me | pany and chairman of the ARF Generar 9.2 
RIDERS IN 1943 board of directors, will serve also AuToMoTi VE 0.1 
ADVERTISING as chairman of the foundation’s FINANCIAL iol 
i i 8 
FOR COMPLETE TWIN CITIES * etapa nd pet a 
4 ‘ he : . TOTAL ADVERTISING 1.7 
URBAN MINNESOTA TWIN PORTS _ Dunn to United Artists itis ‘a 
a oe Ls James C. Dunn, formerly in 
COVERAGE ee uaa : ¢ oo charge of publicity for metropoli- = - os : “1 = me 
f a ae a lig i tan newspapers and syndicates for / ‘ 
ow RKO Radio, and previously with} LOSSES SET IN—Reversing an earlier trend, newspaper advertising during 
M U a aR AY & M A L 0 N F - 20th Century Fox, has been ap-| April, as measured in 52 cities by ge "eager soe ar — in all cate. 
‘ i pointed publicity manager o gories except general and automotive. The plus signs still predominate, how. 
‘ einen ga peti rope Pc merc ve “rE +4 United Artists Corporation, New ever, for the Jan. |-April 30 period over a year ago. 
mine ‘art York, succeeding Arthur Jeffrey, 
resigned. 


when the total approached 4,000, 
000. Gains also had been marked 
up in this field during the first two 
months of the year. Institutional 
and war effort copy in behalf of the 
motor makers also is being run in 
other major media. 


Parsons Elected V.P. 


Dudley L. Parsons has been 
elected vice-president and general 
manager of William E. Rudge’s 
Sons, New York printer. He was 
formerly public relations manager 
of the New York Trust Company 
and editor of the bank’s quarterly 
publication, “The Index.” 


O’Brien Buys Agency 

M. J. O’Brien, president of 
O’Brien Gourlay Ltd., Vancouver, 
B. C., has purchased the interest 
of Allan Gourlay, resigned. The 
agency name will remain un- 
changed. 


When It Comes to 
Sales-Producing 


RESULTS! 


CW has for years proved a profitable result- 
producing medium for SALES either DIRECT 
or THROUGH DEALERS. 


Here are just a few quotes from among the 
hundreds of satisfied CW advertisers. 


FARM MACHINERY CO. ... . “We get the 
inquiries from Capper’s Weekly which lead to 
establishing first-class dealer accounts.” 


LARGE MISSOURI HATCHERY... “Your 
Publication produced higher type buyers and 
larger orders.” 


AGENCY ACCOUNT EXECUTIVE... 
“Capper’s Weekly remains well at the top of 
the list of all the publications in which we 
have scheduled space.” 


Remember .. . CW’s Big Five States, Iowa, 
Nebraska, Missouri, Kansas and Colorado ac- 
counted for $4,057,876,000 or 20.53% of U. S. 
total of 1943 Farm Cash Income. 


355,000 


CIRCULATION 


67% RED. 
$1.25 


\ PER LINE f 


R. G. LeTOURNEAU, INC. 


Today, 3,300 employees build 65 per 
cent of all heavy earth- moving 
equipment and scrapers—for the 
Armed forces. 
On every fighting front, these “‘ peace- 
time products” build ground bases, air 
fields and roads. he Tournapull 
Ww M bb D Carryall fills, hauls and empties itself 
at the average rate of 15 heaped yards 
Serves these war- load, saving thousands of man 
workers and ours. 
Peoriarea — 16 Victory thru air- er will help win 
counties in the the War; but Epona eavy 
heart of Illinois’ earthmoving machinery builds the 
rich corn belt. fields from which the “flying war- 
riors”’ take-off. 


TRY CAPPER’S WEEKLY —FIND OUT WHAT IT WILL DO FOR YOU! 


CAPPER’S WEEKLY 


TOPEKA - KANSAS ig 


RE-CONVERSION UNNECESSARY IN PEORIA 


Like other major Peoria industries, R. G. LeTourneau, Inc. faces 
no serious problem for re-conversion. The same type of equipment 
now used by the armed forces will help build the world of tomorrow. 
This same condition is typical of Peoria’s industries and insures 
a stable postwar market. 


PEORIA BROADCASTING COMPAN 
PEORIA ®, ILLINOIS 
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PHOTO A. GEORGE MILLER 
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Yes, while most folks peacefully slumber, this mighty battery of presses at 
CM &H are proving their worth. They are also proving that making 
rich and faithful reproductions is just a good habit that must not be broken ies 
in this plant. Proofs are only as good as the engravings that make 


them—if they are pulled honestly. This is an obsession with us, even to 


om adopting a new slogan —"“Truth in Proofs”. 
vera COLLINS MILLER & HUTCHINGS 
a CHICAGO PHOTOENGRAVERS 
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@ Twice the Japs tried to murder Willard 
Price, League of Nations representative, for 
forcing his way into their mysterious man- 
dated islands. But he returned from them, the 
first white man in 20 years to bring out an 


EN want facts! True is a new 
kind of magazine—all fact and 
all for men! Here is adventure, from 
the polar ice caps to the steaming 
jungles; the inside of the news, from 
True’s staff of war correspondents 
covering every front; sports, westerns 
—every kind of story that men like. 
And every word of it authentic, grip- - 
pingly written—true to life. For a new 
reading thrill, get True at your news- 
stand today. 


ALL IN THE GREAT JULY ISSUE OF TRUE: 


7 Factual Adventure 
Stories, 6 Outstanding 
News Features, 2 
Sports Specials, True’s 
July Book-Lengther, 
Plus 19 Short Features! 


yap SECRI 


eye-witness report of their secrets. Today, as 
our task forces head towerd these strong- 
holds, his report makes reading as timely 
and thrilling cs tomorrow's hoadlines—in the 
new July True, the Man's Magazine. 


1 WAS A GHOST PRISONER. Would you willingly serve an- 
other man’s term in San Quentin prison—even for $30,000? 
This man did, even though he had committed no crime, 
and he found he had made a strange bargain. (page 40) 


ON THE GREENLAND PATROL. A plane crash on the ice wastes 
of Greenland meant certain death until our Greenland 
‘| Patrol was formed. Chief Machinist’s Mate Albert Brito, 
* one of the heroes of this group, gives you the inside story 
|, of these men of guts and fortitude. (page 28) 


®@ No other monthly magazine can boast the 
war coverage which True gives you. Ten 
regular and special war correspondents, in 
every theatre of operation, furnish True with 
war news written especially from the men’s 
angle. Among them are Arch Whitehouse, 
America’s foremost aviation writer and 
World War 1 ace; Carl Wall, Michael Stern 
and Will Oursler, all top-flight writers in the 
places where things are happening! 


' NOTE TO ADVERTISERS: True is one of the great family of Fawcett magazines. Circula-: 
tion now 401,408 per month delivered (averuge Jan., Feb., March, 1944). 
at 25c, 99.4% newsstand demand. Advertising space still available. Fawcett Publications 


Premium-priced. 


Inc., 1501 Broadway, New York 18, N. Y 
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Kist Ads Follow | 
U.S. Troops from 


Arctic to Tropics 


Chicago, June 14.—With its line 
of Kist soft drinks being popular- 
ized in almost every land from the 
Arctic to the tropics by America’s 
far-flung soldiers, Citrus Products 
Company has initiated a wide- 
spread advertising campaign to 
promote consumer acceptance 
among natives of those lands. 

Its latest move is to Iceland, 
where it is one of the first Ameri- 
can advertisers to open a news- 
paper campaign. Copy has been 
scheduled to appear in the Mor- 
gunbladid Reykjavik, with eight- 
inch space being used every other 
Wednesday, followed by four-inch 
insertions on succeeding Wednes- 
days and Fridays. Copy has been 
sent to Iceland in English for 
translation there into Icelandic 
because of inability to secure a 
translator in this country, it was 
revealed by Miss E. M. Lucas, ad- 
vertising and promotion manager 
of Citrus Products. 

“We have been sending a lot of 
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our soft drink concentrates to 
bottler there,” said Miss Lucas 
“Most of the sales have been ty 
troops, but we hope to exteng 
them to the civilian inhabitants” 

Following in the wake of Amer. 
ican fighters, the company hag 
also scheduled newspaper ads ip 
such places as Fairbanks ang 
Anchorage, Alaska; 
Netherlands West Indies; Domini. 
can Republic; Dutch Guiana: 
Haiti; Nicaragua; Honduras, and 
Hawaii. In addition, the company 
this spring turned to spot radio jp 


the Dominican Republic and Haiti 


to promote its products. Pre. 
viously, in several countries where 
it had distribution, the company 
supported local bottlers by point. 
of-sale aids only. Export Adver. 
tising Agency handles the foreign 
accounts. 

In this country the company 
employs outdoor and newspapers, 
Hoffman & York, Milwaukee, ig 
the agency. 


Girton Heads Coal Men 


Lee R. Girton, Sioux Falls, S. D,, 
has been elected president of the 
American Retail Coal Association 
for a third term. 


out the western 


Kansas City « 
Missouri 


In Kansas Ci 


~~ 
is to WHB 


... AND IT PAYS advertisers who are wedded to WHB 
schedules. ’Phone us for availabilities if you’re considering 
spot programs or announcements in this booming market 
“Your Mutual Friend” is Kansas City’s Dominant Daytime 
Station...delivering the “most listeners per dollar” through 

alf of Missouri an 
of Kansas. For availabilities, call 


DON DAVIS 
KANSAS CITY — Scarritt Building — HArrison 1161 
NEW YORK CITY—507 Fifth Avenue—VAnderbilt 6-2550 
CHICAGO — 333 North Michigan Blvd.— CENtral 7980 
HOLLYWOOD—5855 Hollywood Blvd.—HOllywood 6211 


KEY STATION for the KANSAS STATE NETWORK 
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| 1944 23 
| quests for cuts on the “Fastest| the Civil Aeronautics Board to ex- churia and Korea, and Japan the application is an alterna 
Losi TWA Follows Up Transport Flight in the History of | tend its service 20,000 miles, thus} According to Jack vrye, TWA | route, Gcading from China acedis 
en @ il Pr m ti the U. S. is bringing any point on the world-| president, the airline ‘will use|Siberia to Alaska, Canada and 
xtend Apri omotion TWA advertising this week pays | wide system within 38 hours flying| Lockheed Constellations for the| Chicago, and an express service 
fants.” - tribute to the Army Air Transport | time of New York. bap proposed route. Also contained in| across the North Atlantic. 
Amel of Constellation Command celebrating its third| In its new route application, 
y has anniversary, with ads captioned| TWA proposed air service from 
ads j New York, June 14.—As a fol-|«Thanks for a job well done.” | seven leading American cities to \\N\ QZ 
; oak low-up to ra April pre 10 foreign “key traffic areas in WW ° ey EE_ 
: ion oO e record run from which this country has strong 
racag, |promotion we | TWA FILES WITH CAB ; - ‘ . th 

-“9,/Burbank to Washington by its commercial, diplomatic and na- SS 
>minj. |BuTnotored Lockheed Constella- |FOR WORLDWIDE SERVICE , SS 


; ] tional defense interests.” These 
tion, TWA will launch a magazine} New York, June 13.—TWA be-|are the British Isles, Central Eu- 
a campaign in July to extol the|came the first airline to seek a|rope, the Near East, Middle East, 

Pany future of aviation and to introduce | “round-the-world” air route today | Northeast India, South China, 
its new slogan—“TWA Points the| when it filed an application with] Central China, North China, Man- 

a ave 
wera page, four-color ads, cap- 
tioned “Curtain Raiser on the Fu-|°* 
pany | ture,” are scheduled to run in 
Collier’s, Newsweek, The Saturday 
Evening Post, Time and U. S. 
News. Current advertising in 18 
newspapers in 12 cities will pro- 
nPany | mote the slogan, with window dis- 
apers. | lays and other merchandising 
plans now under consideration. 

Purpose of the new drive is to 
tell the public something of TWA’s 
len thoughts about the future. Copy 
will point out that the Constella- 

-D., |tion’s record run across the con- 
of the |tinent in six hours, 58 minutes 
iation | was a routine flight, and that the 
plane was designed not merely as 
————=. |, speed ship, but, because of the 
war, was slated to go into military 
service rather than into commer- 
cial use. Jack Frye, TWA presi- 
dent, who signs the copy, will ex- 
plain TWA’s aim of “lifting a brief 
curtain” on the super-luxury air- 
liners available to the public after 
the war for transcontinental trips. 
Five years from now, Mr. Frye 
states, the Constellation will still 
be considered a “good” ship, but 
future planes will offer undreamed- 
of comfort and speed. 

News of the Constellation’s 
fight last April 17 broke in eve- 
ning papers on that date, and 
TWA, via “sealed order” ads, was 
able to promote the flight within | ® 
36 hours of its completion. Ac- 
cording to Arthur Kudner, Inc., 
TWA agency, praise for these pre- 
prepared ads poured into TWA 
headquarters, while a large num- 
ber of papers not scheduled to 
carry them had made special re- 
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RADIO-CRAFT 25 WEST BROADWAY NEW YORK 7, N. Y. 


see eneeeeeeeeee ee & 


CONTRASTS 


UST to look at 
J the linage con. 
trasts between The 
Herald - Traveler 
and other newspa.- 
pers in Boston is to 
realize that some- 


thing far more im. 
portant than the 


rub o’ the green is “I'm sorry, Wheatley, but since we’re advertising on WGN you boys will 
toveiued. have to fight it out for the remaining 20 per cent.” 
W HB 
aches It is the tribute of 
coal retail and national 
third advertisers to one 


of the great news- 
papers of America. 


Always First in Boston 
Often First in America 
CHICAGO 11 ILLINOIS 


50,000 WATTS 720 KILOCYCLES 


HERALD-TRAVELER 


Boston, Massachusetts 
— 


George A. McDevitt Co MUTUAL BROADCASTING SYSTEM 


National Representatives 
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EASTERN SALES OFFICE: 220 E. 42nd Street, New York 17, N. Y. e PAUL H. RAYMER CO., Los Angeles 14, Cal.; San Francisco, Cal. 
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FTC Cites Stetson 
for Ad Discounts 
to Some Dealers 


Washington, June 13.—Advertis- 
ing allowances to dealers, one of 
the many promotional devices 
used by the John B. Stetson Com- 
pany, Philadelphia, largest manu- 
facturer and distributor of men’s 
hats in the United States, resulted 


DONT MUTATE 


YOUR MAGAZINES 


When business papers and general 


magazines come into your orgoniza- 
tion don't cut them up. Route them to 
all departments and then use our 
service to handle your clipping work. 


Booklet No. 26, “How Business Uses 


Clippings” tells how we do it. 


BACON’S CLIPPING BUREAU 


GENERAL 
MAGAZINES 


BUSINESS FARM 
PAPERS WX PAPERS ‘ 
221 N. LASALLE ST., CHICAGO 1, {LL, 


last week in a complaint by the 
FTC on the grounds that allow- 
ances had not been available to 
all stores. 

The complaint also dealt with a 
cumulative quantity discount 
schedule which Stetson used, al- 
legedly resulting in more favor- 
able prices for certain customers, 
in violation of the Robinson-Pat- 
man Act. 

Substantial allowances for co- 
operative dealer advertising has 
long been a Stetson policy, as 
part of a deliberate effort to en- 
courage cordial relationships with 
retailers throughout the country. 


Charges Discrimination 


In its complaint, however, the 
FTC said the payments for adver- 
tising, display and promotional 
services had been granted to 
selected customers “without mak- 
ing such allowances available on 
proportionately equal terms, or on 
any terms, to other of its custom- 
ers who are able and willing to 
provide the same kind of services 
and facilities.” 

The complaint cited a number 
of Stetson-dealer arrangements, 
including $14,889 paid in 1942 for 


advertising and display allowances 
to Young’s Merchandising Cor- 
poration, which operates 26 retail 
hat stores in New York City; $6,- 
000 to Wallack’s, Inc., which oper- 
ates nine metropolitan New York 
hat stores; and $1,000 a month to 
Maurice L. Rothschild, for adver- 
tising and window displays in his 
stores in Chicago, Minneapolis and 
St. Paul. 


Discounts Not Uniform 


The other count in the complaint 
dealt with a cumulative discount 
system which allegedly results in 
higher prices for some customers 
than others. Under this system 
a 2% trade discount is granted to 
all, but discriminatory additional 
discounts on a sliding scale rang- 
ing from 2% to 8% are given on 
sales progressively as they rise 
above $5,000 a year. 

Chain operators have an addi- 
tional advantage under the Stetson 
system, the FTC asserted, because 
prices of each member are based 
on the total sales of the chain. The 
result, the Commission said, is 
that each unit of the chain has a 
competitive advantage which has 
no relation to his own sales. 


AMERICAN 
SOCIETY OF 


who share his interests. It is here, perhaps more than in 
any other environment, that he will extend the courtesy 
of his attention to your advertising message and express 


e e e wears the badge of his profession 
—Member of the American Society of Civil Engineers. 
He is the BIG BOSS of operations and BUYER of im- 
portant equipment. He is busy and hard to reach. 


The best time and place to win his interest and confidence 
in what you have to sell is after hours, when he is relaxed 
in the Clubroom of his personal magazine—CIVIL 
ENGINEERING. 


Here he is at home in “‘quarters” editorially built to meet 
his business needs and those of 19,000 other members 


his fellowship in terms of purchase orders. 


@ Meet these 19,000 Equipment Buyers when they are 
t’s when they consult with other 


eas their jobs. T' 
hm* through the 
NG. 


igh authorities on construction 


medium of 


New York 18, N. Y.— 33 W. 


Chicago 6, Ill_— 205 W. Wacker Drive 
Los Angeles 13, Calif.— 832 W. 5th St. 


CIVIL ENGINEERING 


OR AND BY THE AMERICAN SOCIETY OF CIVIL ENGINEERS 
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Goldberg Series 
in ‘N. Y. Post’ Gets 
Record Build-up 


New York, June 13.—After in- 
tensive pre-promotion, “The Gold- 
bergs,” one of radio’s oldest com- 
mercially sponsored serials, made 
its debut last week as a regular 
comic strip in the New York Post, 
which is offering it to newspapers 
throughout the country through its 
syndicate division. 

For several weeks, Gertrude 
Berg, creator and writer of the 
radio version, has been plugging 
the strip in guest appearances on 
CBS, Blue and Mutual shows. 
On CBS’ television station, WCBW, 
on June 8, Irwin Hasen, the artist, 
drew the strip before the cameras 


Advertising 


age, June J, v4 Adv 
while Mrs. Berg handled the eg 
mentary. 

One-minute spots used on ky 
network stations are being offer, 
to newspapers buying the sf; 
Chain breaks and display 4 
rounded out the pre-selling cap, 
paign. 

The strip is being offered firg N 


newspapers in the 67 cities whey Ph@ 
“The Goldbergs” are heard on ty P?8! 
CBS network. — 


Modern Medicine’ 
Going Overseas 

Modern Medicine’s overseas e4j | 
tion, Minneapolis, is now reachi 
medical officers in all foreign yw. 
theaters. It contains editorial mg 
terial from the regular domesti 
edition but excludes all advertig 
ing. 

Extra paper for the project waj 
allocated by the WPB. 


WWL Adve. 
July 1941 
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NEW ORLEANS 


50,000 WATTS 
CLEAR CHANNEL 


NEW ORLEANS 


The Greatest Selling Power 
In The South's Greatest City 


CBS AFFILIATE—REPRESENTED NATIONALLY BY THE KATZ AGENCY, 


WWL—LAND 


WWL Dominates the NEW Deep So 
Headed for PERMANENT Prosperil! 


ee = ah eee a | eo | \ e : = thie 2 — sale , Bi aa Wer i eeltee 3 
dee: ae 
ie 
meet 
# ad 
is 
= tome f | 
a ee ee 
bees ah : F 7 
fs, — i 
bi : ee | ‘ 
P ; 
. , | New Ort (4 
—[—$—$—_$—_$—_$—_=_£_£_=_=_—_—_—_—_$_—=—aX<_—_—_———_—_ $n... nn nn nn... ss. : ae 
er Y 
ae age oT 4 : ———— 
co ay * ; = e Wis. — oy pee sy ta sas ty Be pea oe bs ae RPA ae S ; 
ie ars gk , Wi Fe 2% a? ae ee ‘a ae of ral 
ae ey j es) oo ea wey qe Wa 
oe | i ea * ; * . ii Pe a bs : ms 5 “i be roe 7 eo el a 
on , Kw Ce SR i ek as a (3 t nou 
a -~ £ : TS eM Ai Si a, 2 7 4 
~ fi ee naar a 
a -_ . is tee 5 an ae tog. aa ST: ie ae. \' ~\ > ° 
stated A ae ee a Na. Cg ‘ issu 
wae e ‘ - A - —" a “ae . fe ss \s a a to k 
i, | een en, ae : Sa 4 
2 ie : q Eg. ca x 7 — 3 —— : eS ~~ spa 
” es 3 BLN VG a s stit 
a’ - cea . y ee Mo { o WE New 
 %. —> pied ae fet wla 
—- = ; vs, ee . ) - geet ' \ ' Se a Eve 
; Py Peg t . ' ee ee = te .* sf atts the 
a Ne a ee a, . 50,000 So en Cor 
es ae te ee , “ - “ese t ae REA 7% p | oo Cou 
ee eal ig: ba his oe q oe ae ae - ne ‘oy . : 
ces 8 a a “ sy =e %. por 
SE, gee i & a3 gil ag ade, * a Rig ap oe 
ies dr. re * <2 eo Se ( A Ties... . 
Ae: ec . te ws 3 Sah oe. y a f 0 Rad. pro 
ao ee ae Oe pro 
Be ak oe Fae ll takes "ey ; er ‘a ~ ' eae ‘ 
= ai ie aee. 4 iy sone +3 Se f F% Pe. ee, : = 
i a. See, hae oe es 
oS a : 4 ‘ : Pi of  ¢ : 3 : * an? eo Pe re 
oe : == 4 ct .. 2+ 2 —e % ~~ i's Be 
, acs ait... “ea Mae -_ -. 2 ae a “— 
a Sie aa ae oe . yo. - a . ee 
Pe 8 ore ve») Ae a rs emcee erent © i | 
ii a ( , - - ’ Bigot, Te a is aOR RRR mes py peerage pai i 7 
| by 6% a ; . ~ { erty ce ; q 
— STRUCTION end | a} | 
—— ' 4 : Me 
ao? 7 fe \ | & 
Pi — OUR CON fay 
se Oa CIVIL M —: ; 
ella Sag ENGINEERS, E | j 4 ee, | 
. =/ prospect aaa ee S| 
; 5 ' a ss (kt | 
: a i * = 4 * P ie Z ape ts a ‘| a) ae he. y * ‘ Bo ; 
ce: ak i mm ee ee 
i. ae ii en ad sag i. A F: a % ee nie ae N 
Sots fies ae e ; —— 4 Ps . pe “a He oc ae 
* ’ Vie 5 ae ba =e " € i : ms a : ™ 
Ste Ricta ; , i f Tt __———, | 
: = ) ‘/ 1S! h___ 
i ie — —~ > )  aae cite eta 
y ee 4 , i, pn ae ! Pi rity ee ei 
ae r 
1 4 fr , " 
pie ee gs ae Ra | 
- | | 
‘ eg alate = s 
aia a. miss. ALA. 
‘ é " 
— eee gee | 
ee a. 
4 |. _—a—eEEee 1 
\ PS 
: a 
+ Cl” 
 * Min. 
— ee a 
aay © A a ete Re ee ; é oa = 3 a tie, : a a , Se ad ‘ a 


ne e 1) 


? 


d the Con 


ed on ky 
ing offerg 

the Stri 
isplay a 
ling Cam 
red first 


ities whe 
-ard on 


yerseas e(j 
Ww reachin 
‘oreign waj 
litorial ma 
ir domestij 
ll advertig 


project wal 


ae | 


Y 
ink of 


EAN 


RDS 


Advertising Age, June 19, 1944 


Overseas Editions 
Will Carry Army 
‘Saving’ Series 


New York, June 15.—In a new 
phase of the Army conservation 
program to show GIs how to make 
supplies and equipment go farther, 


auspices by Monroe F. Dreher, 
Inc., volunteer agency, has had the 
supervision of Col. Robert A. Case, 
director, Division of Stock Con- 
trol, Army Service Forces. 

Initial ad in the overseas edition 
bears the headline, “How to 
Lengthen the War—or, Home by 
Christmas 1944.” It stars the 
“Gooks,” including Hurlburt, “the 
impatient type of Gook who broils 


the overseas pony editions of na-| his shoes to hurry drying.” 

Second ad features the caption, 
“A GI’s best friends are his dogs,” 
and offers helpful hints for foot 
happiness. 


“Fashion Flashes” for the well- 
dressed GI constitute the third 
scheduled ad, dwelling on the need 
for constant care of clothing. 

All the ads wind up with the 
declaration: “We get our stuff 
from the world’s longest supply 
lines, soldier. Stuff you waste 
makes the war last longer.” 


Adds ‘Times-Democrat’ 


After July 1, Southwest Dailies, 
publishers’ representative, Mem- 
phis, will represent the Times- 
Democrat, Wewoka, Okla. 


Mullen Leaves OWI 
to Join New Agency 

John A. Mullen, deputy head of 
the New York office of the Office 
of War Information, and previ- 
ously head of the OWI editorial 
and production division, has re- 
signed to join the executive staff 
of the newly formed agency, Do- 
herty, Clifford & Shenfield, New 
York, as director of the commer- 
cial writing department. 

Mr. Mullen joined Benton & 
Bowles in 1934 as head of the com- 
mercial writing department and 


25 
when he left that agency in 1943 
to join OWI was a vice-president 
of B&B and also handled some of 


the agency’s radio script and pro- 
duction work. 
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tional magazines will carry ads 
dramatizing the campaign, the 
War Advertising Council an- 
nounced today. 

Cartoon-style ads, in color and 
black and white, appear in June 
issues of several overseas editions, 
to be followed by more magazines 
in July. Publications contributing 
space for the messages, which con- 
stitute the first advertising carried 
in pony editions, include Country 
Gentleman, Dell Detective Group, 
Newsweek, The New Yorker, Pop- 
ular Mechanics, The Saturday 
Evening Post, Sporting News and 
the Ziff-Davis Fiction Group. 
Compton Advertising, Inc., is the 
Council’s volunteer agency for this 
portion of the campaign. 

The general Army conservation 
program, developed under Council 


Tulsa Area 
(MAGIC EMPIRE) 


Oklahoma's Richest 
Market* 


HAS: 

47.8% of Oklahoma's 
population 

35.3% Farm 

64.7% Urban and 

Non-farm 


Buying Power: 
48% of Retail 
State 


Blanketed Only By 


Sales in 


BONUS COVERAGE OF 
rich counties in Kansas, 
Missouri and Arkansas. 


*30 counties in Northeastern 
Oklahoma. 


Sources: U. S. Census and 
Oklahoma Tax Commission. 
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WROTE H.M. STANLEY IN 1871: 


Had TiME been published in 1871, these are the words with 
which H. M. (“Dr. Livingstone, I presume”) Stanley might have 
described the long-lost, 
in the native village of Ujiji— too fascinated by Africa and his 


ailing missionary—finally found living 


For EXAMPLE, a copy of TIME (marked subscription number 
3-50-GGH-9-230) is read every week by Creat Traveler and 
Prime Minister of South Africa, Jan Christian Smuts. And 
right here at home in any Pullman car or passenger plane, 
peacetime cruise ship or top notch hotel—you will find the 
people who read and prefer TIME. 

It’s easy to understand why TIME readers are such great 
travelers. They own better cars, they live in better homes, have 
about twice as much to spend as average Americans. Which 


TOPS WITH PEOPLE 


Great Travelers cf Yesterda 


search for the source of the Nile to want to return to the civilized 


world he had left behind—years before. 


For Great Traveler Stanley would almost surely have been a 
faithful reader of TIME, as most travelers are today. 


GREAT TRAVELERS OF TOMORROW 


all adds up to this: they are better able to afford travel—and 


better ways of traveling. 


That’s why TIME readers are America’s most traveled mil- 
lion —why Time has carried more Travel, Resort, and Hotel . 
advertising than any other magazine for the past nine years! 


Surveys show that TIME readers 


zines — but again and again they vote they like Time best. 
Naturally, the best place to reach these Americans-on-the-go 


is in the magazine they prefer to all 
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read many, many maga- 


others. 
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Council on Candy 
Opens Campaign 
in July 8 ‘Post’ 


New York, June 13.—The first of 
a proposed series of magazine and 
newspaper ads to publicize the 
entire confectionery industry will 
break with the July 8 issue of 
The Saturday Evening Post, it was 
announced by Theodore Stempfel 
of Chicago, chairman, at a meet- 
ing of the Council on Candy of the 
National Confectioners’ Associa- 
tion held last week in connection 
with the NCA’s third wartime con- 
ference. 

At a meeting in April of mid- 
western candy manufacturers 
(AA, May 1) such a series was 
announced as “in production” by 
Richard N. Heath, executive vice- 
president of Leo Burnett Com- 
pany, Chicago agency handling the 
program. 

The Post ad, headed “Break 
Out the Candy,” shows candy be- 
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Pacific 
Coast 
short 


from 
now 


San 
Francisco 
Examiner 


for more than 

50 years the 
leading newspaper 
in its field 
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ing served to U. S. naval gunners 
in the heat of a South Pacific 


battle. Based on a “fighting food 
value” theme, the Council on 
Candy will use space in roto- 


gravure magazine sections of met- 
ropolitan newspapers and similar 
space later in The American 
Weekly. Life and women’s maga- 
zines will also be used, and a 
series will start in August in Par- 
ents’ Magazine. 

“The worldwide distribution of 
candy to the armed forces sets up 
a splendid background for later 
advertisements in the consumer 


series which show in graphic form 
the nutritive values contained in 
widely used ingredients of candy,” 
declared Mr. Heath. All advertis- 
ing is signed “Council on Candy 
of the National Confectioners’ As- 
sociation — an organization de- 
voted to maintaining high stand- 
ards of quality in candy and the 
dissemination of authoritative in- 
formation on its use as an energy- 
producing morale-building food.” 


GET CONSUMER TEST 


New York, June 13.—New type 
candies developed by war-stimu- 


lated research were given their 
first “consumer test” last week 
before food editors anc experts at 
a luncheon given by the National 
Confectioners’ Association. 

The candies contained such in- 
gredients as soy bean, peanut, cot- 
ton seed and wheat protein flours, 
which promise to afford a high de- 
gree of good taste and ai the same 
time add a desirable high percent- 
age of protein, calcium, minerals 
and vitamins, according to Joseph 
R. Maxwell, chief chemist of 
Stephen F. Whitman & Son, Phila- 
delphia. 
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For the future, Mr. Maxwell sai¢ 
that in addition to the legumes ang 
cereals, he envisaged use of a great 
variety of dehydrated vegetables 
and fruits, fruit pastes and fruit 
juice concentrates in candy mak- 
ing. 

More air-conditioned stores, 
more advertising to emphasize the 
food value of candy and greater 
use of vending machines were 
among the points brought out in a 
panel discussion on merchandising 
presided over by John H. Reddy 
of New England Confectionery 


A COMMITTEE OF TOP MEN IN THE 


LT. COL. LEON B. LENT, AAF, 
Head Engineer, National Inven- 
tors Council, Department of Com- 
merce, Washington, D. C. 


be at 


roqntinned on pe 


— 
. 


Es: 


LT. COL. EARLE L. JOHNSON, 
AAF, National Commander U. S. 
Civil Air Patrol, 500 Fifth Ave., 
New York City. 


HAVE YOU SEEN THis 
ANNOUNCEMENT! 


If not, we'll be glad 
to send you a copy: 
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“The Plane You'd Like To Own” contest continues four months; 
winners will be announced around the first of the year. 
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Company (Necco), of Cambridge, 


"ike food editors were shown two 
contemplated four-color ads de- 
signed to enlighten the public on 
the nutritional values of candy. 
One ad would be captioned “What 
is candy made of?” and the other 
“Food for work.” 


Will Manage KLO 


George B. Morgan, formerly ad- 
vertising manager of the Stand- 
ard-Examiner, Ogden, Utah, has 
been appointed business manager 


of Station KLO, Ogden. 
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Lynch, Given to JWT 

Eleanor Lynch, food editor of 
Everywoman’s, New York, for the 
past two years, and Lynn Given, 
recently copy chief of Willard B. 
Golovin Company, have joined the 
public relations staff of J. Walter 
Thompson Company. 


Returns to McC-E 


Wallace H. Goldsmith Jr., for- 
merly with the National Associa- 
tion of Manufacturers, has re- 
joined McCann-Erickson as a 
member of the foreign department. 


Tabloid Price Up 


The tabloid Washington Daily 
News has increased its single copy 
price from two to three cents. 
Prices of all standard size Wash- 
ington newspapers were recently 
increased from three to five cents. 


Leaker in New Post 


R. A. Leaker has been named 
advertising and circulation man- 
ager of Canadian Veteran, To- 
ronto. Publication offices have 
been moved to 1 Wellington St., 
Toronto. 


Account to Erwin,Wasey 


Erwin, Wasey & Co., Chicago, 
has been named to handle the ac- 
count of Hamilton-Beach Com- 
pany, Racine, Wis., household ap- 
pliance and motor manufacturer, 
a division of the Scoville Mfg. 
Company, Waterbury, Conn. 


Ferguson to Barcalo 


J. A. Ferguson, for the past five 
years with Sears, Roebuck & Co., 
will become assistant to the presi- 
dent of Barcalo Mfg. Company, 
Buffalo, on July 1. 


—_—_— 


EDWARD S. EVANS, President, 
Evans Products Co., Fullerton at 
Greenfield, Detroit, Michigan. 


OLIVER PAPKS, President, Parks 
Air College, E. St. Louis, Ill. 


Ce ea 


AVIATION INDUSTRY WILL ACT AS JUDGES 


WILLIAM B. STOUT, Manager, 
Stout Research Division, Consoli- 
dated Vultee Aircraft Corpora- 
tion, Dearborn, Michigan. 


kind of post-war air fliver ? 


In the June issue POPULAR SCIENCE Monthly sponsors a $5,000 contest for 
the “know-how” men... an editorial event of first importance to advertisers 


NEW YORK - 


Whether or no your business is aviation, the shape and 
size of the postwar market for privately-owned planes 
should interest you. 


For, as was the case with the automobile, the future of the 


airplane will affect the fortunes of scores of other in- 
dustries. 


To get the facts about private aviation in POPULAR 
SCIENCE Monthly is launching an editorial prize contest. 
As you probably know, the reader of POPULAR SCIENCE 
has a passion for the mechanical. He may be a ass BIg 
head, a manager or a foreman. He may be a mechanic or 


_ awelder. But first of all he’s a builder. He wants to know 


how things are made and what makes them work. 


It's his state of mind, rather than prizes, which will at- 
tract him to this contest. 
And it’s this state of mind . . . in an audience now num- 
bering over 700,000 . . . which makes the POPULAR 
SCIENCE “Plane You’d Like To Own” contest of im- 
portance to advertisers. 


Spearhead for Post-War M 


THE NEWS PICTURE MAGAZINE OF SCIENCE AND INDUSTRY 


CLEVELAND +« CHICAGO «+ 


DETROIT ° 


For this is a contest for the know-how men. These men, 
surveys show, buy things mechanical in quantity and 
variety far out of proportion to their numbers. 


They are first buyers, too . . . always eager to own the 
latest inventions. Moreover, these men are an entering 
wedge ; they'll act as a spearhead of influence with friends 
and neighbors to gain new users for products of which 
they approve. 


This is why it will pay you to cultivate this audience. You 
reach it, as a unit, only through the pages of POPULAR 
SCIENCE Monthly. 


SAN FRANCISCO ° 
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= It's Back-logsin Michigan Today! 


The great logs of pine and hardwood which 
once filled the Au Sable and other famous 
Michigan rivers, are now largely a matter 
of colorful history, but Michigan’s back- 
logs of peacetime production, payrolls and 
purchasing power are piling up higher 


This 


A Diary ‘Surprise’ 

To the Editor: I want to ac- 
knowledge and thank you for my 
copy of “The Diary of an Ad Man”. 

I was quite surprised to learn 
the identity of the author, but then 
I don’t believe that anyone with 
any less experience, ability or tal- 
ent than Mr. Young could ever be 
capable of writing such material 
as is contained in the Diary. He 
is a rare combination. 

L. P. FINLEY, 

Vice-President, Union Fork 

& Hoe Company, Columbus, 

Ohio. 


- }- = 
Serviceman’s ‘Campaign 
Hits D-Day Climax 

To the Editor: Today is D-Day. 
Today my kid brother may be 


battling to breach the bastions of 
Festung Europa. If he’s not in 


department is a reader’s forum. Letters are welcome. 


France today I know he’s champ- 
ing at the bit in Britain—because 
the shavetail quoted in Clark Lee’s 
embarkation dispatch this morn- 
ing spoke for all our boys when 
he said: 

“IT feel the first step on the 
beach will be my first step home. 
For three years each step I have 
taken has been away from home. 
Now is the time to get started 
back.” 

In my brother’s case, it will be 
back to relaunch an interrupted 
embryonic career in advertising. 
And even though he doesn’t know 
today when he’s coming back—or 
if he’s coming back—I’m proud of 
the way he’s already pushing his 
postwar plans four thousand miles 
from home. 

Some weeks ago he sent me 
roughs and copy for a _ six-shot 
direct mail campaign to sell him- 
self to a small, carefully culled list 


of key agencv men and advertisers 
in certain cities. Very low pres- 
sure, very simple (we had to. pro- 
duce it on a shoestring) but rather 
unique, I think you’ll agree. 

The first piece was mailed on 
May 1, followed at weekly inter- 


.»e WHAT'S IT WORTH? 


US'S SEE WHAT'S REMIND THE BAND...COUNT THE CHIPS 


vals by Nos. 2, 3, 4 and 5 on the 
dates shown in the calendar illus- 
tration which each carries. The 
real selling was reserved for this 


and higher! 


The very fact that Michigan is converted 


so completely to wartime production, mak- 
ing it one of America’s leading wartime 


markets, also means great 


future peacetime business for those Mich- 


back-logs of 


igan manufacturers who will make Amer- 


NEWSPAPERS 


GRAND RAPIDS PRESS - FLINT JOURNAL - KALAMAZOO GAZETTE : SAGINAW NEWS 


ica’s postwar automobiles, refrigerators, 
radios, furniture, paper and other peace- 
time necessities. 

Even today, you can promote the eight 
Booth Michigan Markets with a minimum 
of schedule restrictions. 


For more information on Booth Markets, ask 


Dan A. Carroll, 110 East 42nd Street, 
New York City 17 


John E. Lutz, 435 N. Michigan Ave., 


Chicago ll 


JACKSON CITIZEN PATRIOT - MUSKEGON CHRONICLE - BAY CITY TIMES - ANN ARBOR NEWS 


final “poker hand” piece which 
correlates them all and asks for 
the order. And by a quirk of fate 
the day it was scheduled to be 


D-Day! 
Now that the invasion is on, it 
may take a long time for the Kid 
to get his mail. But when he does, 
I hope the mail-call will bring 
him at least a few replies from 
the men on his mailing list to help 
boost his morale—and a few more 
from your AA readers, who know 
a smart boy when they see one, 
wouldn’t do him a bit of harm. 
STEPHEN J. MANHARD, 
Advertising Manager, Con- 
formal Footwear Company, St. 
Louis. 
P. S. Your “Pony Edition” for 
servicemen is a great idea, and 
I know the Kid will be delighted 
with it. So I’m including the offi- 
cial statement you request, agree- 
ing to mail copies promptly each 
month to T-5 Ormond H. Man- 
hard Jr. (Overseas). 
Thanks a lot, AA! 


+ oo 


Objects to Bakeries’ 
Use of Lord's Prayer 


To the Editor: I was more than 
a little interested in your report 
in the May 29 issue of the Spauld- 
ing Bakeries’ use of the lines of 
the Lord’s Prayer for bakery ad- 
vertising purposes. 

Such an impertinence has been 
a trite and obvious suggestion from 
so many sources to probably every 
adman who has had bread adver- 
tising to prepare throughout the 
United States and Canada. And 
in all cases to date, the adman has 
had the decency, respect and good 
taste to dissuade the bright lad 
from such an obvious offense. 

I am sure that in most offices it 
would be argued that the appro- 


4 priation was invested to win good 


will and that even if only 1/10 of 
1% were offended, there would be 
no good purpose served in offend- 
ing them. 

Even if there were no repercus- 
sions, I would fear that it only 
indicated an increasing tendency 
on the part of readers to think to 
themselves, “After all, what can 
you expect of advertisers?” May 
I express the hope that it is not 
a trend! 

Roy A. HUNTER, 

Advertising Counselor, Van- 

couver, B. C. 

A Vv Vv 


Permission Granted 
To the Editor: In your June 5 


|| issue, “Rough Proofs” column, the 


following appeared: 

“Do women,” asks the Chicago Trib- 
une, “look bigger to you today?” 

Well, a lot of them who wear slacks 
do. 

May we have your permission to 
reprint this, with a credit line, in 
our ‘“Warnergram?” 

GERTRUDE R. McGOvERN, 

Advertising Department, War- 


ner Brothers Company, 
Bridgeport, Conn. 
72 


Write Your Own— 


To the Editor: As one who 
personally revolts from “painted 


mailed—6-6-44—turns out to be}. 
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and the ghoulishness of the blood 
sweat and tears appeal to sell any- 
thing, including war bonds, it is 
difficult to turn out war bond copy 
. . which is part of my job. 

You may be interested, there. 
fore, in the accompanying adver- 
tisement for our client in San 
Francisco. It does, I think, place 


Me, in ee ad which ym, ond ewery Amarone 
eS ee 
tee = pee Noe 


the advertiser in a position of emi- 
nent good taste in discussing a 
subject likely to be tinged with 
tragedy for many, if not all, read- 
ers. 
HENRY W. GRApy, 
Bostcn, Mass. 


ae 


‘Roshon Film-Fax’ 
Gives War Bond Boost 


To the Editor: In line with the 
appeal of the Treasury Finance 
Division, National Publishers As- 
sociation and Associated Business 
Papers for “Bond Covers” during 
the 5th War Loan drive, the 
Russell C. Roshon Organization, 
world’s largest distributor of 16 
mm. sound motion pictures, was 
probably the first to issue a 5th 
War Loan drive edition of its 
publication, “Roshon Film-Fax,” 
which is published semi-monthly 
and has a circulation of 20,000 
with a conservative estimate of 
50,000 readers. 

The June 1 issue of “Film-Fax” 
was off the press and distributed 
long prior to the appearance of 
any of the natienal publications 
on the newsstands and certainly 
before the appearance of any cus- 
tomer-house organ. Not only was 
the entire front cover devoted to 
the 5th War Loan drive but 
approximately 70% of the contents 
of our publication emphasized the 
necessity for the cooperation of its 
readers to buy, sell and promote 
the sale of war bonds by showing 
the three special films issued by 
the War Department for that pur- 
pose as well as other OWI films 
during the campaign. 

The OWI and the Treasury, 
which saw the proofs prior to 
going to press, stated it was one 
of the best war loan promotions 
they had ever seen. 

The June 15 issue of “Film-Fax” 
will likewise be a “5th War Loan 


soldiers in their painted foxholes”, 


Edition” with the entire cover 


SKILLED BUYER OF PRINTING 


AVAILABLE 


1. Originally a typesetter by trade. 
2. Composing room foreman for 


Here is a five years. 
touch of 3. 12 years in charge of production 
for large printing plant. 
history 4. Excellent knowledge of type faces, 
engraving, electrotyping, offset 
and some printing and other branches of 
qualifications: the graphic arts. 
5. 40 years of age, married and a 
family. 


Employed now, but certain conditions have arisen that suggest 
a change at this time. Can consider only a Chicago location 


Box 4836 Advertising Age - Chicago, Illinois 
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sed to promote the sale of war 
onds and the rest of the contents 
; liberally devoted to the bond 
ampaign. ; 

Thus, “Roshon Film-Fax” 
have three issues in circulation 
prior to the close of the drive July 
s the July 1 issue reaching its 
irculation at least 10 days or more 
before the closing date of the 


ive. 
a hope that our small effort on 
behalf of the NPA and the ABP 
o realize their promise to the 
freasury of a minimum of one 
hundred million bond covers 
meets with your approval. 
Epwarp L. KLEIN, 
Director, Public Relations, 
Russell C. Roshon Organiza- 
tion, New York. 


Rawhide Tanner’ Tells 


me Tall Tales 


To the Editor: When the stars 
me out and the coffee’s brewin’, 
exas cowboys still gather ’round 
the campfire to spin tall Texas 
tales. And in the middle of the 
group it’s almost “sure as shoot- 
in’” you'll find the prototype of 
‘Rawhide Tanner.” 

“Rawhide” is the creation of 
Glenn Addington, author, and El 
Gilchrist, illustrator — both of our 
pgency. Right now you will find 
‘Rawhide” and his “Yoakum 
Yarns” in leading national maga- 


ines, trade publications, and on 
mart store displays, acting as a 
ood will ambassador and super- 
lesman for Texas Ranger belts, 
ddle Craft billfolds, and Here- 
ord saddles, all made by our 
lient, Texas Tanning & Mfg. Com- 
any of Yoakum, Tex. 

Since we’ve had so many re- 
uests for Rawhide’s “Yoakum 
arns” all in one volume, TexTan 
kommissioned Tracy - Locke Com- 
ny, to put them out in booklet 
orm. Attached is your personal 


py. 

Right now TexTan’s skilled 
eather craftsmen in Yoakum, deep 
n the heart of Texas, are spend- 
ng a big part of their time pro- 
ducing leather goods for the war 
bffort but looking forward to the 


HOW TO REDUCE SALES 
COSTS BY ADDING 
NEW MARKETS — 


This may not seem important in to- 
day's seller's market, but, in the 
new buyer’s market nearly over the 
horizon, it may be a major problem, 
The 13,000,000 consumers in the 
Negro Market offer you an out- 
standing opportunity to reduce per 
capita sales costs through increased 
distribution and expanded sales. 

The fact that this market is vir- 
tually untapped, makes it possible 
for you to get in on the ground 
floor, by doing a real selling job. 
And their $10billion (estimated) 
1943 income is an attractive target 
to which you can aim your sales 
weapons for today, or postwar. 
Trends already indicate further ex- 
Pansion of this important group. 

To reach them effectively at low 
cost however, you need the advice 
and counsel of Negro merchandis- 
ing, advertising and research spe- 
cialists. For example, we took an 
internationally known Talcum Pow- 
der, and in a six months campaign 
brought it ta. near dominance in the 
two markets used for the test. It 
Previously, had been rated in eighth 
Place among all the brands sold. 

Our proven methods based on 12 
years experience, can help you too. 
Perhaps, you may not be satisfied 
with your present sales in the Negro 
field, or, are looking ahead to post- 
war. In either case, we shall be glad 
to talk things over upon request. 


DAVID J. SULLIVAN 
NEGRO MARKET ORGANIZATION 
Marketing * Advertising * Research 
545 Fifth Ave., New York 17, N. Y. 
MUrray Hill 2-4217 


day when they will again be able Disn ilm 
to supply plenty of Made-in-Yoa- ey Promotes Fi 


will | 


kum, authentically styled, western 
leather goods. 
Meanwhile, we hope that you 
and your readers will enjoy Raw- 
hide’s friendly “touch of Texas” 
from Yoakum, land of fine leather. 
Free copies of “Yoakum Yarns” 
are available to your readers by 
writing TexTan, Yoakum, Tex., 
while the limited edition lasts. 
JERRY MOFFETT, 
Vice-President and Account 
Executive, Tracy-Locke Com- 
pany, Inc., Dallas, Texas. 


In a large scale promotion effort, 
Walt Disney Productions, through 
Standard Radio, will send elec- 
trical transcriptions of the com- 
plete score of the new Disney pro- 
duction, “The Three Caballeros,” 
to approximately 1,000 stations in 
the United States and Latin 
America. Cooperating with Dis- 
ney Productions in the promotion 
of the film, to be released in July, 
are RKO, its distributor, and Peer 
International Corporation, Holly- 
wood, publisher of the music. 


Rustad Joins BBDO 
Roland E. Rustad has resigned 
as art director of the Minneapolis 


office of McCann-Erickson, with 


whom he has been associated for 
the past nine years, to take a simi- 
lar position in the Minneapolis 
office of Batten, Barton, Durstine 
& Osborn. 


Ragsdale Appointed 

J. A. Ragsdale has been ap- 
pointed executive 
sales for Wm. R. Warner & Co., 
pharmaceutical manufacturer, To- 


29 


ronto. He has been with the com- 
pany and its affiliates, Vince Labo- 


in charge of 


ratories 


20 years. 


and Vince Waterbury 
Chemical Company of Canada, for 


PUBLIC RELATIONS COUNSELOR 


Experienced in nationa! fund raising and 
conservation campaigns. Working con- 
nections in Washington and principal 
cities. 12 years as executive on leading 
Scripps-Howard and Hearst Newspapers. 
Available in New York for permanent or 
Write Suite 304, 
ew York City 23. 


short term assignment. 
104 West 70th, 


INDUSTRY ' 
many faces....in TACOMA & 


In Tacoma, today, there is no sameness 
to the industrial picture. For war-time 
needs have brought a basic diversifica- 
tion that’s here to stay! * * * The 
faces of industry are many and varied 
... ranging from electro-chemical and 
metallurgical plants to flour mills and 
broom-handle factories’. . . from ship 
and boat-building yards to machine 
shops and furniture plants . . . from 
lumber and plywood mills to railroad 
terminals and shipping centers. * * * 
Industry looks to Tacoma _ because 
America’s lowest power rates are avail- 
able here. Advertisers concentrate on 
Tacoma because immediate and poten- 
tial results are assured. 


own wears 


Tacoma, Washington’s Second 
Market, is an integral part of the 
state’s “70%-Plus” region. In 
Western Washington you'll find 
74% of the state’s effective buy- 
ing income, 73% of the state’s 
population, 71% of the retail 
sales, 86% of the industrial pay- 
roll. It’s more than a “one-city” 
market — and to cover it ade- 
quately you need the Tacoma 
News Tribune’s dominant, con- 
centrated circulation. Get the 
facts. Any Lorenzen & Thomp- 
son representative will gladly 
supply them. 


ThNows Tribune 


TACOMA, WASHINGTON 


Lorenzen & Thompson, Inc. 
National Representatives 
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Senate Moves 
to Restore OWI 
Surveys Budget 


Washington, June 14.—OWI won 
a chance to reverse House action 
killing its market research di- 
vision, when key officials of the 
domestic branch today sold the 
Senate appropriations committee 
on the merits of market studies 
as a means of increasing the effi- 
ciency of a merchandising effort. 
Resorting to painstaking ex- 
planation of the use of such sur- 
veys by private industry in de- 
veloping mass markets, officials 
demonstrated to the committee 
that the surveys enabled them to 
know the best potential markets 
for their programs, and to detect 
weaknesses in their operations. 
Much of the effort was made by 
OWI Chief Elmer Davis himself, 
but David Frederick, chief of the 
office of program coordination, was 
called in to teach the A. B. C.’s of 
marketing to the committee. 
Finally, the committee restored 
the $105,000 asked for the surveys, 


and reported unchanged a $56,- 
425,367 appropriation already 
voted by the House for the over- 
seas branch. 


Cites Industrial Uses 


In appealing for restoration of 
the surveys division, which had 
been eliminated by the House as 
“desirable but not necessary,” Mr. 
Davis commented that “such sur- 
veys constitute a business tool 
used widely and increasingly by 
private industry.” 

Pointing out that General Motors 
spent $500,000 annually on market 
research, he said this activity ob- 
viously must pay for itself many 
times over. “Likewise,” he de- 
clared, “there is scarcely an ad- 
vertising agency of consequence 
which today spends its clients’ 
money for radio time or advertis- 
ing space without the strongest 
reliance on market research.” 

Mr. Davis said OWI had used 
surveys, made by the University 
of Denver, to measure “its short- 
comings or successes” about such 
important problems as conserva- 
tion of food, fuel, gasoline, rubber, 
and other war-vital commodities; 
economic stabilization; Victory 


YOU MIGHT DRIVE A BOAT 
141 MILES AN HOUR’ — 


BUT—YOU CAN'T REALLY 
REACH WESTERN MICHIGAN 
FROM CHICAGO! 


Not by radio, that is! Because 
there’s no station in Chicago—or 
in Detroit, either—that can wea- 
ther the distance (and our local 


WKZO has the AUDIENCE 
in Western Michigan — an 
audience greater than that 
of all other stations COM- 
BINED! The latest Hooper 
Special Report (made in the 
Autumn of 1943) proved 
WKZO’s outstanding domi- 
nance not only in its pri- 
mary market, but also in 
outlying communities of 
Western Michigan. Cities 
and towns covered in this 
coincidental area 
were, specifically, 
zoo, Allegan, Byron Center, 

orr, Martin, Moline, 
Otsego, Plainwell and Way- 
land. 


Here are the figures for 
3:00 P.M. to 6:00 P.M., 
Monday through Friday: 


3:00 P.M.—6:00 P.M. 


fading conditions) well enough to 
pick up anything like a represen- 
tative audience 
half of this great state of Michi- 
gan. 


in the western 


On a map it looks easy. On the 
air, it’s impossible. If you’ve been 
thinking otherwise, let us give 
you the facts about WKZO and 
all our “competition”—and save 
you some disappointments. Drop 
us a line—or ask Free & Peters! 


*Sir Malcolm Campbell did it—141.74 MPH 
—on August 19, 1939! 


50.5% 
STATION B ........ 17.7% 5000 Watts 
SIX OTHERS ....... 25.7% 
ela aaa 6.1% ry 


covers all Western Michigan, with studios in 


KALAMAZOO and GRAND RAPIDS 


Owned and Operated by Fetzer Broadcasting Company 
Free & Peters, Inc., Exclusive National Representatives 


gardens; recruiting women for the 
armed services, and many others. 


Spells Out Importance 


Mr. Frederick said “we get the 
proof of the effectiveness, or lack 
of it, of our information programs 
through the surveys.” He said 
OWI “would be very derelict” if 
it placed appeals on the radio, in 
magazines and motion pictures 
without finding out what the pub- 
lic does not understand about the 
program. 

“Market research,” he said, “is 
a modern and important tool of 


business management.” Its phe- 
nomenal development in the last 
decade, he declared, can be ex- 
plained because “research pays off 
in more acceptable and salable 
products, in avoidance of costly 
mistakes, in checking results and 
in better knowledge of markets.” 


Miss Scharf to WOWO 


Amy Scharf, formerly editor of 
“North Side Topics,” Indianapolis, 
has been named publicity director 
of WOWO-WGL, Fort Wayne, 
Ind., succeeding Larry Frommer. 


Advertising Age, June 19, 10m 


Ads Urge Conservation 


In an appeal to sportsmen ang 
state and federal officials to play 
now to conserve national resource 
for postwar living, Outdoor Life 
New York, has scheduled fy} 
page advertisements in newspaper; 
in 10 states. The campaign, slateq 
to continue through October, cal}; 
for two ads to be run in each state 
with copy headed by an illustra. 
tion peculiar to the state in which 
they appear. Roy S. Durstine, Ine. 
New York, is the agency in charge 
of the account. 
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Joins Diesel Group 
Harold D. Ellis, formerly with 


ation 


$ 

“- nen plas Irving-Cloud Publishing Company, 

resourceg Chicago, has joined the staff of 

loor Life) the Diesel Engine Manufacturers 

led fyj} Association, New York, to assist 

2Wspapers} with publicity and educational 

gn, slateq activities. 

»ber, calls eg eer 

ach’state| Purchases Photochrome 

1 illustra. Frank Miller, for three years 

in which} manager of Photochrome Labora- 

tine, Inc.| tory, Hollywood, has purchased 

in charge] the company and plans expansion 
of its facilities. 

———— 


Ilg Advances Heyerick 


S. E. Heyerick, with the com- 
pany since 1924 and a member of 
its advertising committee, has been 
appointed purchasing agent of the 
Ilg Electric Ventilating Company, 
Chicago. 


Joins Cockfield, Brown 


Murray Turner, for the past 
seven years assistant to the pub- 
licity director of Hudson’s Bay 
Company and editor of the “Bea- 
ver,” has joined Cockfield, Brown 
& Co., Winnipeg. 


Wormley Quits OPA Post 


Edward J. Wormley has re- 
signed as chief of the OPA furni- 
ture unit after more than two 
years’ service and will resume his 
previous work as an industrial de- 
signer at 270 Park Ave., New 
York. 


Van Deventer Adds Duties 


John H. Van Deventer Jr., 
newly appointed business manager 
of Building Supply News and 
Practical Builder, Chicago, will 
have charge of advertising sales. 


John T. D. Cornwell Jr., for the 
past five years assistant sales pro- 
motion director of Davis & Geck, 
Inc., New York, has been given 
a leave of absence and has been 
commissioned a lieutenant (jg) in 
the Naval Reserve. 

Cpl. William Brooks Smith, for- 
merly with Kenyon & Eckhardt, 


“There's 


ho Wasted ellort 
nour storage cellar!” 


Don ’T those look wonderful! So firm and solid—such a mar- 


velous color. They look as fresh as they did that night last summer 


when Jim and I put them into the jars. 


“I remember how easy it was because I had my copies of Better 


Homes & Gardens spread out and followed every single detail of the 


picture series on ‘Canning Step by Step.’ Well, here’s the pay-off. Not 


a spoiled jar in the lot. 


“This year, we’re canning more than we ever did before. And, be- 


lieve me, we’re following the directions in Better Homes 


& Gardens to the letter. Last year, we used all three meth- 


ods—open kettle, water bath and pressure cooker—and 


we had perfect results—thanks to Better Homes & Gardens,” 


Better Homes & Gardens 


America’s Family-Service Home Magazine 


al 


Pa ”. ve 
- 7 bad a > 
lll oe 0: - nde. 7 


LOOKING IT OVER—Comdr. George 

Chapline, USNR, former vice-president, 

sales manager and director of Wright 

Aeronautical Corp., now serving over- 

seas, inspects a blasted Jap pillbox at Mae 

a recently-captured enemy base in the 

Marshall Islands. A former naval pilot, 

he returned to active duty soon after 
the war broke out. 


New York, has been promoted to 
sergeant in the 254th Infantry 
Regiment, 63rd Division, Camp 
Van Dorn, Miss. 

Howard Gerring, with the edi- 
torial copy department of Satur- 
day Night Press, Toronto, and 
director of the Young Men’s Ad- 
vertising and Sales Club of To- 
ronto, has joined the Royal Cana- — , 
dian Navy. ee ee 


Joins Hyster Company 

John F. Johannsen, formerly 
with the international branch, 
Army Office Chief of Engineers, 
Washington, D.C., has been named 
export manager of Willamette 
Hyster Company, Portland, Ore., 
manufacturer of industrial ma- 
chinery. 


COPY CUB 


Shows Big Improvement 


COPY CHIEF 


Never Short of New ideas 


ACCT. EXECUTIVE 


Always Knows the Latest Trends 
Advertising Trends 


} bring to you each 


month the digest of more than 5 mil- 
lion dollars worth of Merchandising 
and Advertising ideas. Over 45— 
11x17” pages reproducing more than 
500 ads edited into more than 150 
classifications e year. 


Now serving a group of leading ad- 
vertisers and agencies in the ex- 
change of tested and successful ideas. 
Each issue gives you the latest in Ad- 
vertising, Merchandising, New Prod- 
ucts, Institutional, Industrial, Public 
Relations, Post War and Foreign Ads 
in full detail as to copy, art and lay- 
out. Advertising Trends is the result 
of a monthly digest of over 200,000 
newspaper, magazine and business 
paper ads... All this in our... 


NO-RISK TRIAL OFFER 


We will send you Advertising Trends 
each month with invoice attached. lf 
the first two issues do not convince 
you... return the invoices and the 
low charge of $8.50 per month will 
be cancelled! You stand to gain... 
you can't lose. 


SEND THE COUPON TODAY 


THE NATIONAL RESEARCH BUREAU, INC. 
415 No. Dearborn St., Chicago, til. 


Please send us “ 
further notice, on your 


al trial offer. 
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Names Roche, Williams 


Foy Paint Company, Cincinnati, 
has placed its advertising with 
Roche, Williams & Cleary, Chicago, 


Plans contemplate use of news- 


papers, radio and direct mail. 


Brundage Joins Agency 


Research Bureau Moves 

Offices of the National Research 
Bureau have been moved to 415 
N. Dearborn St., Chicago, follow- 
ing the purchase of a five-story 
building at that address. 


Joins H. M. Kiesewetter 


James H. Brundage, formerly Eleanor Walker Selk, formerly 
western sales manager, Reading| copywriter for Grey Advertising 
Paper Mills, Reading, Pa., has| Agency, has joined the copy and 


joined Aubrey, Moore & Wallace, 
Chicago, in a production capacity. 


research department of H. M. 
Kiesewetter Advertising Agency. 


Margarine Makers 
Turn from House 
to Senate for Aid 


Washington, June 13.—Despair- 
ing of action from the House dom- 


markets in the Middle West. 


Write for 


WEW YORK OFFICE: I0! Park Ave. 


For Best Results Advertise in— 


“‘CONCENTRATED”’ 
NEGRO MARKETS 


Concentrate your advertising expenditures in the Chicago 
Defender Newspapers, covering the three largest Negre 


THE CHICAGO DEFENDER 
THE MICHIGAN CHRONICLE—DETROIT 
THE LOUISVILLE DEFENDER 
Sold separately or in combination 


GEORGE T. HOPEWELL, Exclusive Representatives 
CHIGAGO OFFICE: 75 E. Wacker Drive 


information: 


inated agriculture committee, man- 
ufacturers of margarine last week 
sought relief from discriminatory 
federal regulations by supporting 
a Senate bill which would remove 
most of the 57-year-old nuisance 
taxes on their product. 

Witnesses for the industry told 
a sub-committee of the Senate 
agriculture committee that it 
should report a bill by Senator 
Cotton Ed Smith of South Caro- 
lina, which removes the tax on 
colored margarine and the restric- 
tion on use of the spread by in- 
stitutions. 

The Smith bill is less inclusive 
than the measure introduced by 
Chairman Fulmer of the House 
agriculture committee last fall, for 
it retains the $600 a year tax on 
manufacturers, and levies an ad- 
ditional %-cent a pound tax on 
manufacturers for all margarine, 


| 


to replace the current 10-cent tax 


carried by WM 
ke 


combined ! 


* 
Talent is basic 


CHICAGO 


% According to thou- 
sands of replies from 
our recent survey. 


Chicago advertising 

agencies spend $2, 

on talent annually for 
NBC network shows 


Almost as much as 
the other three networks 


a good show... NBC 
tops them all! 


MONEY TALKS. 


308,800 


AQ! 


$4,799,600 is spent annually on talent for the 
43 network shows controlled by Chicago’s 
advertising fraternity. For NBC shows car- 
ried by WMAQ, they spend $2,308,800— 
half of the total amount. 


Top shows are expensive. They require the 


best actors, the cleverest comedians, and the 
finest musicians to hold the interest, tickle 


the funnybone and please the ear of the radio 
listeners. NBC shows do just that—and 
that’s why 42%* of the radio audience in the 


for 


Chicago area listens most to WMAQ. 
Enjoy the tremendous listening audience 
built by NBC’s top shows. Make profitable 


sales in America’s second largest market, 
Chicago. Astute advertisers are placing their 
local and spot campaigns on WMAQ where 
money talks . . . and people listen. 


They all tune to the 


National Broadcasting Company 


It’s a National Habit 


A Service of Radic 
Corporation of America 


on consumers of colored mar- 
garine. 


Killed by Dairy Bloc 


Dairy bloc members of the 
House agriculture committee killed 
the Fulmer bill over their chair- 
man’s head last winter, without 
waiting to hear the case against 
margarine, 

Appearing before the Senate 
committee last week, A. G. Hop- 
kins, spokesman for the National 
Association of Margarine Manufac- 
turers, attacked present restric- 
tions as unfair “because the stigma 
of regulations and rules tend to 
cause the public and consumer to 
feel that the product is inferior 
and of questionable quality.” 

He praised particularly a pro- 
vision of the Smith bill which per- 
mits manufacturers to label their 
product as margarine instead of 
oleomargarine as _ presently re- 
quired, pointing out that the prod- 
uct is no longer made from animal 
fats. Mr. Hopkins lamented that 
under present laws “Margarine is 
placed in a category with reno- 
vated and adulterated butter, 
liquor, narcotics and marihuana.” 
He insisted that such restrictions 
are unnecessary because federal 
and state pure food laws give 
ample protection to the consumer 
against fraud and misrepresenta- 
tion. 


BBB Reelects Lang 


Gordon Lang, president of 
Spaulding & Co., has been re- 
elected president of the Chicago 
Better Business Bureau. Other 
officers were also reelected, includ- 
ing Maurice H. Needham, presi- 
dent of Needham, Louis & Brorby, 
who was returned to one of the 
three vice-presidential posts. 


Crawtord Named Trustee 


Frederick C. Crawford, presi- 
dent of Thompson Products, Cleve- 
land, has been elected a trustee of 
the Mutual Life Insurance Com- 
pany, New York. Mr. Crawford 
is also chairman of the board of 
the National Association of Manu- 
facturers, of which he was presi- 
dent in 1943. 


Shampoo Test Released 

MacLaren Advertising Company, 
Toronto, has scheduled a _ test 
campaign in Toronto newspapers 
for Woolsol, liquid shampoo for 
washing woolens and gloves, man- 
ufactured by O’Cedar of Canada, 
Toronto. 


Cancels 1945 Year Book 

Because of the critical paper 
shortage, National Food Brokers 
Association, Washington, D. C., has 
canceled publication of its 1945 
Year Book. 
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‘Plan a Purchase’ 
Campaign Begun 


by Savings Banks . 


New York, June 13.—A new co- 
operative advertising campaign for 
91 savings banks of New York 
promoting “Plan a Purchase Ac. 
count” for home ownership will 
use a total of 93 daily and weekly 
newspapers with a circulation of 
8,263,140 and eight local radio pro- 
grams in seven cities. The cam- 
paign, said to be the first by a 
large group of banks on a sales 


arr eee 


“SAVINGS BANKS of New York State 


“package,” is part of a $275,000 
program which opened the week 
of May 22 in 84 New York state 
newspapers and June 1 via radio. 
Newspaper schedules begin at 15 
1,000-line units and are scaled 
downward, depending on the size 
of the markets. 

The campaign, outgrowth of a 
special survey made for the sav- 
ings banks by Elmo Roper in 1943, 
is designed to dramatize and 
encourage regular saving for a 
specific purpose. Lobby displays, 
booklets, special passbook envel- 
opes and a complete merchandis- 
ing kit will be available. 

Both newspaper and radio ad- 
vertising will urge people to obtain 
from a savings bank a copy of a 


24-page illustrated booklet “So 
You Want to Own a Home.” 
Glover Beardsley, president, 


Harlem Savings Bank, is chairman 
of the savings banks’ committee on 
public information supervising the 
campaign, which was prepared by 
Ruthrauff & Ryan. 


Ray Davis Appointed 
Better Farms, Pulaski, N. Y., has 

appointed Ray H. Davis, Chicago, 

as its midwestern representative. 


IT’S THE RIGHT THING’ 
TO TELL YOU... 


BASIC NBC 


WIR 


uae 
phe 
ae 


TIME ON WIRE 
1S HARD 70 GET 

BUT WORTH 
WAITING FOR! 


WIREd FOR SOUND ADVERTISING RETURNS 


“Time” doesn’t hang heavy on our hands at WIRE, be- 
cause of the selling job we’re doing for our advertisers, 
keeping their sales climbing in the Indianapolis area. 

Yes, TIME on WIRE is hard to get, but smart ad- 
vertisers say it is worth waiting for. 


National Representatives: 
JOHN E. PEARSON COMPANY 
360 N. Michigan Ave., Chicago 

FRANKLIN 2359 
250 Park Ave., New York City 
PLAZA 8-2255 
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Rcusch & Lomb 
Booklet Reviews 


Past Advertising 


Rochester, N. Y., June 13.—To 
bring home to those for “whose 
henefit the advertising is pub- 
ished,’ Bausch & Lomb Optical 
ompany has issued a 48-page 
booklet reviewing 24 consumer 
messages it ran in the past 22 
months in national magazines as 
part of its effort to assure their 
ystwar jobs and opportunity for 


profit. 

Entitled “Advertising for Tomor- 
ow,” the booklet points out that 
e company is looking to its re- 
wonsibility to its present 11,000 
orkers, distributors and dealers, 
s well as its customers, by con- 
inuing an advertising campaign in 
national consumer magazines as 
well as in more than 100 tech- 
ical, professional, trade and class 
publications. “This national pro- 
bram,” says the booklet, “begun in 
keptember, 1942, tells of the part 
bf optical science—and of Bausch & 
omb—in the war, and holds bright 
e hope for the future.” The 
booklet is being distributed to key 
actory personnel, company repre- 
tentatives, distributors and their 
eppresentatives and to dealers. 

Two Agencies Cooperate 

The advertisements reproduced 
ere prepared cooperatively by 
wo Rochester agencies, Ed Wolff 
& Associates and Charles L. Rum- 
rill & Co. Before the war, the 
account was split, marketwise and 
productwise, between the two. 
When the need arose three years 
ago for an over-all job, the two 
agencies cooperated on the one 
lak, although each retains its in- 
jividual responsibility for tech- 
nical and trade publication copy. 


Schuyler Kudner Is 
Named Vice-President 


Schuyler Kudner, brother of the 
lat Arthur Kudner, founder of 
Arthur Kudner, Inc., has been 
elected a vice- 
president of the 
agency. He has 
been associated 
with the organ- 
ization since it 
was founded 
nine years ago. 

Mr. Kudner 
started his 
career aS a re- 
porter ona 
Michigan news- 
paper operated 
by his father. 
He later joined the Detroit News 
and then saw service with Erwin, 
Wasey & Co. 


Schuyler Kudner 


WINSTON-SALEM TOPS 
STATE IN EFFECTIVE 
BUYING INCOME* 


*Sales Management's fifteenth an- 
nual Survey of Buying Power esti- 
mates Winston-Salem's effective 
buying income in 1943 at $1,618 
per capita — highest in North 
Carolina. 

Nothing has happened in this 
"must" market thus far this year 
to change the picture. Manufac- 
turing payrolls . . . bank clearings 
++. retail sales . . . all business in- 


dices continue their steady rate of 


Hillman Will Launch 
Pocket-Size Magazine 


Pageant, a pocket-size monthly 
containing all original editorial 
material and carrying no adver- 
tising, will be launched in early 
fall by Hillman Periodicals, Inc., 
New York. Eugene Lyons has 
resigned as editor of the American 
Mercury to become editor, and 
Emil _Schurnmacher, from The 
American Weekly, will be manag- 
ing editor. Editorial content, Mr. 
Lyons said, will be two-thirds text 
and one-third pictures. 


Buys Flour Company 


D. & L. Slade Company, Boston, 
manufacturer of seasonings and 
spices, has purchased the Reliable 
Flour Company, Boston, and has 
formed Reliable Flour Company, 
Inc., to continue operations. An 
advertising and merchandising 
campaign is planned. 


NPA to Convene 


National Publishers Association 
will hold its annual meeting Sept. 
18-20 at Shawnee Inn, Shawnee- 


on-Delaware, Pa. 


Leg Film Copy Placed 


Elizabeth Arden of Canada, To- 
ronto, is placing advertising for 
Velva Leg Film through Ronalds 
Advertising Agency, Toronto office. 
Class publications, general maga- 
zines and a French weekend pub- 
lication will be used. 


Gets Parachute Account 


Lynn-Fieldhouse, Wilkes-Barre, 
Pa., has been named to handle the 
advertising of Eagle Parachute 
Corporation, Lancaster, Pa. One 
of the oldest manufacturers of 


parachutes, the company’s produc- 

tion is now entirely for the Army 

and Navy. Remus Harris of Lynn- 

— is the account execu- 
ve. 


MULTIGRAPHING—FILLING-IN 


ADDRESSING — MIMEOGRAPHING 
THE LETTER SHOP, Inc. 


431 S. Dearborn St., Chicago Wab. 8655 


A. DIFFERENT 


ments. 


paring in earnest. 


ning today. 


CLIMB | 


All of which makes Winston- 
Salem a market to be investigated 


by all advertisers with a story to 
tell, 


JOURNAL and SENTINEL 
Winston-Salem, North Carolina 


National Representatives: 
KELLY-SMITH COMPANY 
NBC—Radio Station WSJS—RED 


a 


! 
! 
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AH-H! A HORSE OF 


Who knows? Maybe the horse which Bing Crosby needs 
is lurking among the clouds around the tip of WKY’s new 
915-foot antenna. But shucks, with Pegasus in the Crosby 
stables, what would the writers do for jokes? 


Flying horses around Oklahoma City these days, as a 
matter of fact, are harnessed to P-38’s, B-29’s, C-47’s and 
sundry other military aircraft being built, flown and 
serviced at Oklahoma City’s aircraft plant, Air Service 
Command depot, and various army and navy establish- 


WKY ’s new 915-foot tower, already a landmark easily 
visible from miles around, is just one of the distinctive 
features of a new transmitter installation nearing com- 
pletion at a cost of nearly a quarter-million dollars. With 
these new facilities, WKY’s daytime coverage, already 
greater than that of any other Oklahoma City station, will 
be materially increased and its nightime coverage nearly 
doubled. The extraordinary height of the tower, one of 
the two highest in America, was designed especially for 
the coming of FM and Television for which WKY is pre- 


WKY’s dominant position in Oklahoma today is the 
result of forward-looking planning yesterday. Its position 
tomorrow is being determined by its building and plan- 


FEATHER! 


(OD AMD OPERATED BY THE ORLAMOMA PUBLISHING ©: 
Tee Daliy-Okiokowse aad Timer The Fosmes~ 
KVOR, Colerade Springs ze MLZ, Denver (Afiiiated Mem.) 


THE KATZ AGENCY 


REPRESENTED BY 
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ping. Newspapers, 


Kastor Gets Account 
Blackhawk Brewing Company, 
Davenport, Ia., has named H. W. 
Kastor & Sons, Chicago, to handle 
its advertising of Blackhawk Top- 
radio and 
painted boards will be used. 


Ill., 
chinery manufacturer, 


its advertising agency. 


MacDonald-Cook Named 


J. L. Ferguson Company, Joliet, 
Packomatic packaging ma- 
has 
pointed MacDonald-Cook Com- 
pany, Chicago and South Bend, as 


ap- 
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FIC Working Hard 
fo Build Up Its 
Statistical Power 


Some Figures from 
Ad Costs Study are 
Revealed by Freer 


Washington, June 15.—JIn the 
intense competition among gov- 
ernment agencies to take part in 
the postwar collection of informa- 
tion for the benefit of business, the 
FTC should be considered a 
Nrominent contender. 

The Commission’s current chair- 
man, Robert E. Freer, is anxious 
to revive FTC’s exhaustive “In- 
dustrial Corporation Reports,” sus- 
pended during the war emergency. 
He wants his agency to provide an 
X-ray each year of the financial 


month for thirteen years ...add in the issue 
now on the press and you will strike a 


consecutive total of 157 pages of Catalin 


advertising. 


succeeding month— outstrips the force of 


any other words Catalin might use to 


“Go back— through Modern Plastics— month by 


“This figure— which will increase with each 


appraise Modern Plastics’ value to 


the industry and the advertiser.” 


Lif Herenie— 


Advertising Manager 
CATALIN CORPORATION 
NEW YORK, N. Y. 


structure of the nation’s leading 
industries. 

This report was first issued for 
1939, offering a breakdown of the 
operating costs of 76 industry 
groups, including expenditures for 
materials, wages and salaries, ad- 
vertising and selling expenses, de- 
preciation, taxes and other items. 
A questionnaire was issued for 
1940, but this report has never 
been made available to the public. 


Many Collect Figures 


At present, postwar statistical 
reports for business are an impor- 
tant item of discussion at the 
Commerce Department and the 
Bureau of the Census, best known 
suppliers of business information. 
But many other government agen- 
cies are in the fact gathering busi- 
ness statistics, and the Bureau of 
the Budget has been set up as a 
traffic officer in an effort to sim- 
plify the process. 

A special group of industry’s 
best economists is currently work- 
ing with the Bureau of the Budget 
to parcel out surveys for after the 
war, so that industry and govern- 
ment will get a maximum of in- 
formation, with the least possible 
annoyance. Down the line, the De- 
partment of Commerce and the 
Bureau of the Census are conduct- 
ing a review of their own activi- 
ties with a view toward improving 
their reports. Other agencies 
which appear in the picture are 
the Department of Agriculture, 
Labor Department, Securities Ex- 
change Commission and Federal 
Reserve Board. 

Commerce and Census are con- 
cerned largely with studies of the 
movements of products, while FTC 
and the SEC devote more atten- 
tion to the financial and economic 
factors of business. SEC bases its 
reports on information from firms 
listing securities on exchanges, an 
index which some say is faulty 
since many large firms, such as the 
Ford Motor Company, do not mar- 
ket securities. 


Makes Numerous Bids 


Mr. Freer has publicly voiced 
his interest in renewing FTC re- 
ports on at least two recent oc- 
casions, first on a radio broadcast 
in January, and more recently at 
the American Marketing Associa- 
tion meeting in Philadelphia last 
week. 

To the AMA, Mr. Freer said that 
to stimulate investment in new 
ventures after the war more com- 
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prehensive trade statistics must h, 
made available to business ang 
government alike. 

The degree of our success in op. 
erating the postwar economy, he 
said, “depends upon the boldneg. 
with which business leaders attack 
the problem of reducing the costs 
of distribution, the solution of 
which will insure an expandin 
production of consumers’ durable 
goods. The Commission’s hopes tg 
continue furnishing statistical grist 
for grinding in the research mills 
of those who solve this and other 
postwar economic problems,” 

FTC is currently issuing a series 
of five reports on distribution as a 
factor in the cost of essentia] 
products. In some quarters, these 
reports have been criticized as 
placing unfair emphasis on the 
dollars and cents cost of distriby- 
tion, without compensating for 
possible savings that distribution 
costs permit because they stimu- 
late mass production. 


Ad Figures Revealed 


In his Philadelphia speech last 
week, Mr. Freer revealed informa- 
tion from a forthcoming section of 
the report devoted to advertising 
as a cost of distribution during 
1939 and 1940. In 91 industries, jt 
ranged from a minimum of 6/100 
cent for the shipbuilding industry 
to 13.94c for drugs and medicines 
per dollar of sales. Of 91 indus. 
tries, 42 spent less than a cent per 
dollar of sales for advertising; 31 
from 1 to 2%c, 10 from 2% to 5e, 
4 from 5 to 10c, and 4 in excess 
of 10c. 

Total advertising, selling and 
delivery expense for the 91 indus- 
tries ranged from 7/10c per dollar 
of sales for shipbuilding to 4/10c 
for crude petroleum producers to 
36.53c for sewing machines. Other 


PUBLISHER 
WILL BUY 


Established trade paper or 
a small midwest newspaper. 


Address 
Box 4869, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


programs. 


That’s the opinion of R. H. 
Mass., in an unsolicited letter directed to “Gardening 
for Victory” now in its second year on WTAG and 
sponsored by Worcester’s five Mutual Savings Banks. 
Mr. Alton, a public utility manager, member of the 
Massachusetts Farm Bureau and a home gardener 
of long standing, echoes the feelings of many of the 
volunteer officials of the Massachusetts Victory Garden 
Committee in a recent state meeting. 

Worcester’s Victory Gardening accomplishments 
led the State last year — and stood high among the 
nation’s cities. WTAG is proud to have a part in 
this success —to number Victory Gardening among 
its many other regular and exclusive public service 


\PAUL H. RAYMER CO. National Sales Representatives 
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aust feffindustries in which advertising| 9 Build Station Purkis Adds 2 Partners R. R. Gros Promoted Belden Places Account 


delivery exceeded 25 
SS and —_= ig dollar of wie were of- Elm City Broadcasting Corpora- Thornton Purkis Advertising] Robert R. Gros has been ap- Belden Brick Company, Canton, 
os and store machines (29.35);| tion, New Haven, Conn., has ap-| Agency, Toronto, has admitted| pointed manager of the publicity | O., manufacturer of structural clay 
araas and medicines, (27.35);|Plied to the FCC for a construc-|Gladys Race, executive of the|and advertising department of| products, has placed its advertis- 


pread and bakery products|tion permit to build a standard| agency, and Lt. William Thornton| Pacific Gas & Eléctric Company,| ing account with H. M. Klingen- 
oldness 26 87); biscuits and crackers | 250-watt broadcasting station with| Purkis, with the Royal Canadian|San Francisco, succeeding the late| smith Company, Canton. An acid 
; attack 95.83) : and clothing manufactur- | Unlimited hours of operation. Artillery overseas, to limited part-| A. C. Joy. Mr. Gros has been act-| resisting floor brick will be pro- 
“a Costs ers selling through their own re- f SS ae nership. ing in that capacity since Mr. Joy’s | moted through direct mail and 
sanding fail stores (25.16). Davidson Joins Nehi —_—_——- death. trade publications. 
jurable| FTC collects business informa-| fF p. Davidson, formerly sales Perlberg Named V.P. 


‘on under Section 6 of its enabl- - 
ge Ee wt, which specifically author- | Promotion manager of Dr. Pepper) Fred M. Perlb:rg has been ap- 


; . . Company, has joined the mer-| pointed vice-president in charge 
jzes it ee as ae chandising and _ sales promotion|of sales of Yankee Shoemakers, a 
1 other | file aie organization, business department of Nehi Corporation,| division of Sam Smith Shoe Cor- 
on thel ’ >| Columbus, Ga. poration, Newmarket, N. H. 


GIBBONS KNOWS CANADA 


¢ ADVERTISING J. J. GIBBONS LTD. mencnanosasme 


nTO MONTPEAL WINNIPEG 


TOR’ REGINA CALGARY ECOMONTON VANC 


— nduct, practices, management 
On call a relation to other corporations, 
ssential a coercive power which is not 
;, the available to any agency other than 
zed S¢ Ithe Bureau of the Census. 
on the Its industrial corporation report 
istriby. [for 1939, dealing with 76 indus- 
ng for tries, presents the details in com- 
ibution pined form without disclosing the 
stinaal pusiness facts of any individual, 
- yet permitting each member of an 
industry to compare his costs with 
l the industry average. 
The report shows, for instance, 
ch last that the average rate of return for 
forma- six non-alcoholic beverage manu- 
‘tion of |facturers in 1939, before taxes and 
ertising Jinterest was 42%; 11 railroad 
during equipment manufacturers 2%, etc. 
tries, it |rikewise, eight perfume and cos- 
E 6/100 metic firms averaged 20.65c per 
idustry | dollar of sales for advertising; 10 
dicines | soap manufacturers, 12.31 cents; 
indus- |}4 cement manufacturers 0.69c. 
ent per | FTC’s reports, according to Mr. 
ing; 31 |rreer, are intended to show fields 
2 to 5c, | of activities where investment of 
excess |new capital might be desirable. 
They also permit present operators 
ig and |i) estimate the efficiency of their 
indus- | organizations. 


* dollar 
» 4/10c 
ons Becker Reelected 
er 
—ieaainee Neal Dow Becker, president of 
mummy | ntertype Corporation, New York, 


has been chosen for a third term 
as president of the Commerce and 
Industry Association of New York. 
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Take a look at these figures: 


1943 Cash Income from Wheat ..........$ 825,000,000 
1943 Cash Income from Poultry and Eggs. . . . $2,424,000,000 


(Source: U.S. D. A.) * 


- 


« ee 


When you think of wheat, you think of one of America’s  farmers—and also that the poultry industry is the 
most important food crops produced on farms well = most highly mechanized of all branches of farming. 
equipped with modern machinery. It will probably That's why you will want to be sure to have your sales 
surprise you to know that Poultry Farmers receive message appear regularly in America's Leading Poul- 
nearly three times the cash income paid to wheat try Farm Magazine . ... Poultry Tribune. 


TO COVER THE MOST RESPONSIVE 
SECTION OF THE FARM MARKET 
USE 


POULTRY TRIBUNE if 


Home Office: Mount Morris, I!linois 3 . 
Representatives: nt 

New York: Billingslea and Ficke : 

Chicago: J. C. Billingslea Company BP 
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MEMBER AGRICULTURAL PUBLISHERS’ ASSOCIATION 


JOHN J.GILLIN, JR..PRES. 
-SOWN BLAIR G-C0.. REPRESENTATIVE 
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When nearly two hundred thousand letters 
a year—letters containing money, addressed 
and stamped and mailed—are written by 
women to The Inquirer requesting patterns 
... that’s influence at work! 

These women . .~. up-to-date, well-dressed, 
progressive, with larger incomes to draw on 
than ever before . . . represent the core of a 
tremendous, lively market in Philadelphia. 
A daily-increasing number of requests for 
inquirer patterns proves vigilant women of 
Philadelphia turn first to the morning paper 
that matches the need for information and 
suggestion on urgent household problems— 
and get it! Their writing in indicates alertness 
to opportunities unfolded every morning on 
The Inquirer’s women’s pages, shows feminine 
confidence in The Inquirer to come through 
when help is needed. And requests for patterns 
create wants to be gratified instantly—in 
Philadelphia shops. Patterns always prelude 


PATTERN for productivity 
... prompt and prolific 


heavy purchases of piece goods and garment 
accessories, as well as break ground for upped 
sales of other merchandise appealing to women 
—home furnishings, cosmetics, food, etc. 


Tue [nouirer packs a lot of influence 
with the women of Philadelphia. Not only do 
these pattern figures mark the trend, but more 
than 580,000 responses to all Inquirer features 
last year confirm its pull and productivity. 
Response in that quantity connotes buying 
influence, and influence that rings the register 
can be worked into most prompt and prolific 
patterns of productivity for advertisers. 

For merchandise requiring a lift from the 
women of Philadelphia to pull a profit . . . the 
heavy-spending women long on merchandise 
of quality ;setting standards in good looks, good 
dress, good living . . . The Inquirer’s pattern 
of productivity does the best job because it 
does a better job for women readers! 


Che Philadelphia Inquirer 


NATIONAL ADVERTISING REPRESENTATIVES: Osborn, Scolaro, Meeker & Co., New York, Chicago, Detroit, St. Louis; Keene Fitzpatrick, San Francisco 
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Ih C Pay -Of NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


In this department, basic principles which have proved their value in mail 
order advertising—and which are equally important to the advertiser who 
does not seek direct inquiries or orders—will be reviewed and discussed from 
week to week. Pertinent case histories, queries and comments from readers 
are invited. Whenever possible they will be- answered here. 


By THE MAIL ORDER MAN 

Usually a mail order advertiser counts 
on getting his replies fairly quickly or 
not at all. Thus a weekly will ordinarily 
pull about 60% of its replies and a 
monthly 40% of its replies within 30 days 
after the issue date. About 95 to 98% 
will come within 12 months. Daily news- 
papers and radio are even quicker and 
shorter lived in their responses. 

So definite is this that the experienced 
mail order advertiser can tell you often 
within a week after publication (and 
certainly within 30 days) how many re- 
plies he is going to get finally. 

An interesting variation of this rule 
has come to my attention. The Calvert 
School of Baltimore, founded in 1897 as 
a day school for children from kinder- 
garten through the first year of high 
school, has a home instruction department 
for children at a distance. The prospects 
for this home study training are largely 
the children of foreign service officials, 
Army and Navy officers, business men, 
missionaries and others traveling or liv- 
ing in foreign countries. Obviously, ad- 
vertising in American publications read 
by the parents of these youngsters is the 
logical way to reach them since it would 
be difficult to get any adequate lists of 
them for direct mail contact. 

Experience has shown that there is a 
long time lag between the issue date of 
the publication and the response and an- 
other lag before the .enrollment. Calvert 
executives have found the advertising 
will be profitable if the gross sales with- 
in the first year cover approximately the 
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space cost—due partially to re-enroll- 
ments and to inquiries coming after the 
12 months. The second and third years 
bring more inquiries and sales than even 
the first year. This seems to me quite 
understandable because of the distance 
and time involved and even more because 
parents ordinarily move carefully in 
planning the education of their children. 

In the past, Calvert has used only gen- 
eral publications, figuring that news 
weeklies might not be of interest to these 
foreign readers because of the time ele- 
ment. Time Air Express edition to { atin 
America has worked well with half col- 
umns. The Overseas Edition has not 
been as successful. 


Dear Joe : 


Each week G. I. Joe, former young adman, 
gets a letter from a prominent advertising 
man, discussing some basic situation or point 


of view that will be important for “Joe” to bear in mind when he returns to 


civilian life in the advertising business. 


Dear Joe: 

In the lulls between drilling and fight- 
ing your thoughts are likely to go back 
home and to what you are going to do 
for a living when you become a civilian 
again. 

A certain number 
of you are going to 
think of advertising 
as a livelihood. Many 
have come to me as 
an old timer for ad- 
vice about it, and I 
try to appraise adver- 
tising for them and 
also their own fitness 
for it. 

Some of them don’t 
know just why they 
prefer it to medicine or law or business, 
except that it seems to them more re- 
munerative; they think there is big 
money in it, more than they would be 
likely to earn in any other business. 

That’s a wrong assumption. Many do 
make a substantial income as advertising 
managers, heads of advertising agencies 
or important employes, maybe more than 
the same amount of effort might produce 
in other lines of business. There is a 
reason for that: advertising is relatively 
new and fewer experts have been de- 
veloped than in the older professions or 
in business, and being scarce they get 
larger pay, and also, promotion is more 
rapid because there is no age limit or 
length of service to defer or obstruct the 
value of ideas, of originality or of crea- 
tive skill. Of course experience is a big 
factor, but that can come early in life 
and bear early fruit. 

That sounds alluring to the ambitious 


John Benson 


young man who wants quick promotion 
and top pay. But, and this is a very big 
“but,” not everyone is by nature fitted 
to be a talented advertising mind. Much 
can be done by proper education to de- 
velop such a mind, but you have to have 
it in you FIRST. 

Sometimes a relatively uneducated per- 
son has a knack for writing and for ap- 
pealing to the masses, and again, a highly 
educated person. might be helpless be- 
cause he lacked such a knack. There is 
no hunch about advertising, but there is 
decidedly a flair. The successful must 
not only be an untiring student of the 


marketing problem; he must also have 


some “feel” for the job. 

When a young man asks my opinion, 
I try to analyze his natural capabilities 
and like to see whether he has a natural 
bent for: 

1. Merchandise, its uses and quality 

2. The art of promotion, of influencing 

people 

3. Analysis of marketing problems and 

of media 
Creating and disseminating ideas 
The charm and power of words 
Showmanship, as in radio 
. Intellectual effort. 

He might not register in any of these 
respects and still be able to make a living 
in advertising, but he would never “make 
good.” Enough intelligent effort will 
avoid failure in any line of business, but 
that is not success. 

The members of the Four A’s serve 
about 3,000 national advertisers, engaged 
in a wide variety of businesses, which 
have to be mastered before they can be 
served. Scientific surveys have to be 
made of the product, its market, channels 
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of distribution, prices, qualities, buying 
power of prospects, and how to reach 
them. That requires investigative tech- 
nique. 

An agency man must also know the 
techniques of appeal to the masses, what 
will get their response, and must know 
the art of showmanship so needful in 
radio. He must know the circulation of 
various media and its characteristics and 
how related to a given market. He must 
know what people read in publications, 
what they prefer and how they respond 
to a given appeal. 

Before you make up your mind, Joe, 
about going into advertising, you should 
really have another letter on the economic 
service of advertising in sustaining our 
high speed economy at full tide. How 
this is done is a very important and in- 
teresting tale. 

You should also know something about 
the rapidly advancing strides advertising 
has made in social service, helping con- 


sumers buy intelligently what they need 
and how to use it; and in supporting pub- 
lic projects of health, mercy, entertain- 
ment, nutrition, education, religion, poli- 
tics, and for the past two years in secur- 
ing public compliance with the war effort 
and inducing the civilian front to carry 
on. 
That is a magnificent record of a 
broader and wider function than merely 
selling goods. It has lifted advertising to 
the level of mass education. 

Advertising is not a business of clever 
phrasing and slogans, useful as they are 
when realistic. It is both a science and 
an art. It needs men who are conscious 
of its great responsibility in being a 
molder of public opinion, as potent in its 
own way as the press and indispensable 
to its freedom. 

JOHN BENSON, 

Chairman of the Committee on Con- 

sumer Relations in Advertising and 

former President of the Four A’s. 


The Creative Werws Corner 


One of this Corner’s favorite copywrit- 
ers is a man who probably would laugh 
at the designation. For Buck Weaver is 
the potent director of General Motors’ 
potent department of customer research 


and distinctly worth while. 

Today’s exhibit is a little out of Buck 
Weaver’s usual vein—a little philosophy, 
he says, picked up in the Canadian north 
country by G. M.’s Johnnie Johnson, and 
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“THE BUMBLEBEE 


CANNOT FLY & & 


According to theory of aerodynamics 


and as may be readily demonstrated 


through laboratory tests and wind 


tunnel experiments, the Bumblebee is 


unable to fly. This is because the 


size, weight and shape of his body, 


in relation to the total wing spread, 


makes flying impossible. 


BUT ..+ the Bumblebee, being ignorant 
of these profound scientific truths, goes 


ahead and flies anyway —and manages 


to make a little honey every day! 


and, as such, one of America’s best- 
known seekers after figures and facts. 
Nevertheless, whether he is writing a 
questionnaire or summing up the replies 
it usually comes out copy — entertaining 


done into a poster for General Motors’ 
bulletin boards. 

Copies may be had on request to Cus- 
tomer Research—General Motors, Detroit 
2, Mich. 


Newsprint Consumption and Use in Wartime 
U.S. NEWSPRINT SUPPLY AND SOURCES WARTIME CONSUMPTION PER CAPITA 
Pre-War (1935-39) vs. Wartime (1940-44) Pounds of Newsprint per capita in 1943 
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Selby Named Clapp V. P. 


Earle H. Selby, formerly vice- 
president of Nestle’s Milk Prod- 
ucts, Inc., has been named vice- 
president in charge of sales for 
Harold H. Clapp, Inc., baby food 
manufacturer, a subsidiary of 
American Home Products. He suc- 
ceeds George E. Egger, who has 
joined Reynolds Metals Company 
as assistant to J. Louis Reynolds, 
vice-president. 


© © © the source of daily 
business news .. . the pref- 
erence of management men 
© © © in the greatest indus- 
trialarea—the central west. _ 
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Commerce 


Axton - Fisher has received a 
number of inquiries following the 
recent announcement that its di- 
rectorate had voted to liquidate, 
with the recommendation that its 
holdings be sold so as to provide 
employment for its present manu- 


facturing personnel. Prominently 
mentioned as one of the interested 
parties is Philip Morris. Queried 
as to how seriously disposed it 
was toward acquiring Axton - 
Fisher, an executive of Philip 
Morris disclosed that while there 
have been some talks, no definite 
negotiations have as yet taken 
place. 
* * * 

As some cigaret brands are be- 
coming more scarce for civilians, 
what cigaret advertisers continu- 
ally strive to do in their advertis- 
ing—get smokers to switch to their 
respective brands—is taking place 
on an ever increasing scale. Cus- 
tomers calling for Philip Morris or 
Camels are finding their dealers 
more and more out of stock. Al- 


though Releigh recently started 
advertising to explain Raleigh 
shortages, dealers seem to have 
plenty. Pall Malls, Old Golds, 
Chesterfields and Luckies can still 
usually be had when called for. 


* * * 


The loss of Bristol-Myers busi- 
ness by Pedlar, Ryan & Lusk to 
Doherty, Clifford & Shenfield (ex- 
PR&L men), still leaves PR&L 
with nearly $7,000,000 in billings, 
reports say. The new agency is 
credited with about $3,000,000 of 
Bristol-Myers business. 


* * * 


Nothing ventured, nothing 
gained, believes General Foods. 
For 10 years under GF sponsor- 
ship, Jack Benny has virtually 
ruled the roost so far as the Sun- 
day 7 p. m. period was concerned, 
getting the greatest majority of 
dial twisters. Competing networks 
found sponsors none too eager to 
air their programs at the time 
“Buck” Benny was riding the air 


The right word for your own brand at the 
point of sale makes and keeps customers. Can 
_ you figure out a better way to get 61,000 
retail shoe salesmen behind your line than to 
tell them your story regularly in Boot and 
_ Shoe Recorder? Why 61,000? Because a recent 
’ Advertising Age survey indicates that over 
61,000 sales people in retail shoe stores are 


regular readers of the Recorder. 


What do you want these salesmen to know 
about your product? What do you want them 
' to say about materials, construction, features? 


How to Get Favorable 
AT THE POINT OF SALE 


demonstrate? 


they need by 


The merchants are ready. 
people are ready. They can do a real job for 
you if you will but give them the information 


What selling points do you want them to 


Their sales 


consistent advertising in the 


pages of the business paper they read con- 
sistently — Boot and Shoe Recorder, 


the 


National Voice of the Trade. 
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waves. 
radio shows resume broadcasting, 
Benny’s in for his first real com- 
petition. Here’s how: 
As previously reported, the 
comedian will return this fall 
under sponsorship of American 
Cigaret & Cigar Company, on the 
same NBC Sunday 7 to 7:30 p. m. 
period. General Foods has pur- 
chased the 8:30 to 9 p. m. Friday 
period on the same network, which 
American Cigaret will vacate 
when it drops its “All-Time Hit 
Parade”: in the fall, currently 
heard as a summer replacement 
for the Benny show. 
Here’s where the rub comes in. 
Over on CBS, General Foods has 
been sponsoring the Kate Smith 
variety show as a regular 8 to 9 
Friday night fixture. And rather 
than compete with its own show 
to be heard over NBC from 8:30 
to 9 on Fridays, GF this fall will 
transfer the Kate Smith program 
to a Sunday 7 to 8 p. m. period 
on CBS, the first half hour of 
which is opposite Benny. 

* ok * 


Campbell Soup Company has 
ended a newspaper and spot radio 
test for new Franco - American 
noodle soups in Philadelphia, and 
will not resume promotion for this 
product until a number of changes 
have been made, including rede- 
sign of the package. 
* * * 
About a month ago Collier’s 
started using 8-point type through- 
out the magazine in an attempt to 
get more print on less paper under 
current newsprint shortages. Com- 
plaints poured in from readers, so 
the magazine tried using 9-point 
type on pages 11 to 24, which 
started the feature articles, and 
8-point in back pages. Complaints 
continued. Now Collier’s will try 
a new Times Roman (English) 
8-on-9 type throughout, starting 
July 22. The new type is said to 
give the impression of appearing 
larger than it really is, and Col- 
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Why you may not he able to get 


KALEIGH 


cigarettes today 


MOST PARTS of the country by our exclusive laminated inner wrap. 
Raleigh Cigarettes are still avail- But nocigarette—notevena Raleigh 
able in normal quantities. But, in case __can give you its fuil goodness if stored 
a shortage has already reached your overlong. 
community, we want to explain the Fer these and to guar. 
antee you perfect pre-war smok- 
ing—we are obliged to ration the 
orders for Raleigh Cigarettes. 
While this may make it difficult 
for you to get Raleighs at times, it 
wil assure you that the Raleighs you 
do get are always top quality. And we 
think you'll agree that this assurance 
more thanout weighs the inconvenience. 


A Kartel 


ly 
and tobacco for the armed forces 
of this country and our allies. But 
we are able to supply them—and 
normal civ.tian demand—by 
working two shifts oa a 48-hour- 
a-week basis. 

‘There are enough Raleighs for any 
normal demand, but there are not 
enough to stand hoading and panic 
buying. That's why we ask you to be 
fair to your fellow Raleigh smokers by 

R Ath 


T. V, Hartnett, Prendens 
y= “gata 


And that’s why we ask wholesalers and 
retailers to keep only normal stocks. 


aromatic Turkish tobaccos from choice 
pre-war vintages, now 

‘The release of suficent quantities 
of glycerine, the world’s best moisture- 
control ingredient, enables us to use 
pre-war quantities for Lasting freshness. 
And this freshness is further protected 


QUALITY IS NEVER RATIONED IN A RALEIGH 


ENOUGH FOR ALL—There need be 
no shortage of Raleigh cigarets if 
users refrain from overstocking and 
overbuying, Brown & Williamson To- 
bacco Corp. declared in newspaper 
ads throughout the country last week, 
pointing out it is able to meet mili- 
tary and civilian demands by working 
two shifts on a 48-hour-a-week basis. 


lier’s hopes this will be borne out 
by its readers. 


Mexican Agency Expands 
Publicidad Continental, S. A, 
Mexican owned advertising agency 
in San Juan de Letran, is expand- 
ing its foreign department, man- 
aged by Edwin J. Ryan, and has 
taken additional space at 21 San 
Juan de Letran, Mexico City. 


Sy 


OWNERS of RADIO STATION WTAG 


advanced 48.19% since 1940 


* Industrial Bureau, Worcester Chamber of Commerce 


Worcester’s 1943 Retail Sales Index stands at 139.3, 9.8% 
over 1942, 48.19% over 1940. 
according to Sales Management's Survey of Buying Power, 
totaled $140,368,500. Either figure indicates the importance of 
this Central New England market. The two figures together 
spell prosperity and high spending in Worcester, the shopping 
center for this major sized market. 


Last year’s Retail Sales Volume, 


Worcester with a City Zone Population of 235,125 
and City and Retail Trading Zones of 440,770 receives 
blanket coverage from Telegram-Gazette circulation. 
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GEORGE F BooTH Pub&ishern- 
ASSOCIATES, NATIONAL REPRE 
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Wyeth Ad Series (Borden Using Test 
Plays Up Role of (Copy for Pyco, 
Doctors, Druggists |Fruit Mixture 


(Picture on Page 59) New York, June 14.—“Elsie,” the 
Philadelphia, June 13.— Wyeth,| Borden cow, has taken on new 
Inc. maker of pharmaceuticals,| duties, this time plugging Pyco, 
biologicals and nutritional prod-|the newest in the Borden Com- 
ucts, will continue through the fall} pany’s expanding list of food 
its current consumer advertising | products, via test campaigns in 
campaign in seven national maga-|some 16 newspapers in northern 
zines to promote a better under-| New Jersey, Springfield, O., Port- 
standing of the vital role played|land, Me., and Harrisburg, Pa. 
py. the diminishing number of 


The product is a sweetened fruit 
mixture which includes raisins, 
currants and citrus-fruit peel for 
use in cookies, cakes, turnovers, 
muffins and pie fillings. S. F. 
Geirsbach is sales manager of 
Pyco. 

Sample distribution was started 
the latter part of 1943 on a limited 
scale, and current advertising, 
which got under way early in 
April, is first for the new product. 
Weekly insertions of 300 and 140- 
line space are being used, in addi- 
tion to radio participation pro- 
grams in Syracuse, Springfield and 


Portland. Dealer helps round out 
the promotion. 
Young & Rubicam is the agency. 


Three Join Peace 


Gerald P. Smith, formerly with 
Domestic Engineering Company, 
Chicago, has been named adver- 
tising manager of H. L. Peace 
Publications, New Orleans. New- 
ton C. Evans, formerly managing 
editor of National Miller Publica- 
tions, Chicago, has been named 
editor of Southern Marine Review, 


39 
published by Peace. Ruel Mc- 
Daniel has been placed in charge 
of the company’s newly estab- 


lished office at 152 W. 42nd St., 
New York. 


(AG Looking For A New Line? 
al 


~ Then we have it. VITAMINS is the 
big profit field today. Let us pack 
you a good Multi-Vitamin or B 
Complex formula, under your own label. We 
ean handle a few more good accounts. Write 
today for complete information. 


THE GIBSON COMPANY fiirion BY ioe 


, 


physicians and druggists serving 
the civilian populace. 

Eight advertisements have been 
scheduled to appear in American 
Magazine, Good Housekeeping, 
Hygeia, Life, Newsweek, Parents’ 
Magazine and Time. Themes are 
“Save Your Doctor’s Time in War- 
time” and “You Can Count on 
Your Druggist— Your Doctor 
Does.” Illustrations, reproduced 
in full color, are by such well 
known American artists as Dean 
Cornwell, Haddon Sundblom and 
Harry Anderson. For the most 
part, illustrations stress the do- 
mestic human interest motif—the 
reason, the company and its 
agency, Compton Advertising, be- 
lieve, for their wide appeal. 

An advertisement slated to ap- 
pear in August, for instance, pic- 
tures a mother and infant “doing 
nicely now—thanks to a dangerous 
fungus.”” Copy explains that from 
this fungus has been produced er- 
gonovine, which “properly pre- 
pared and dispensed in precise 
dosage form by your druggist, can 
be a miraculous life-saver.”’ It 
relates the years of study the 
druggist has undergone before be- 
ing considered “fit to become a 
key man in the vast system that 
brings from all parts of the world 
the 60,000 to 100,000 items used 
by Americans to prevent and treat 
disease.” 

Still other advertisements point 
out that “since Pearl Harbor, with 
half of our physicians in the armed 
forces, each civilian doctor is 
busier, more in demand than 
ever,” having to care for an aver- 
age of 1,700 persons. 

Plans call for later display of 
the Wyeth advertising art in drug 
stores from coast to coast. 


Cullen Joins BSF&D 
Thomas F. Cullen, most recently 
with the WPB and Army Ord- 
nance and previously a managing 
editor of the Automotive Trade 
Journal and advertising and sales 
promotion manager of the Reo 
Motor Car Company, has joined 
the Detroit creative staff of 
Brooke, Smith, French & Dorrance. 


Appoints Geyer, Cornell 
Superba Cravats, said to be the 
oldest tie manufacturer in the 
country, has appointed Geyer, 
Cornell & Newell as its agency. 
Advertising plans will be an- 
nounced shortly. 
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THE BEST DAM MARKET IN THE WORLD. TVA is the 
world's biggest power system—19 giant dams furnishing I! °/, 
of America's hydro-electric power. The TVA program includes 
a whole series of lasting benefits. And Knoxville is the heart 
of the TVA development. 


GREATER KNOXVILLE TODAY. — 200,000 POPULATION! 
Tremendous growth — new industries — added payrolls are 
creating incredibly high new buying power for Knoxville. 
Knoxville is growing — growing very fast — and growing 


KNOXVILLE 


E L 


A NEW INDUSTRIAL EMPIRE. Availability of huge reser-’ 
voirs of electric power—at the lowest power cost in America 
—have attracted tremendous new industries to the Knoxville 
area. Some like the Aluminum Co. of America and Clinton 
Engineer Works are the largest operations in the world. 


Meet the new champion! Number | city in the coun- 
try today in Business Gains—Knoxville! Top city in 
Sales Management forecasts of Retail Sales Gains. 
For months and months leader in the South in percent 
of business gains: Retail Sales, Department Store 
Sales, etc. Bank debits are an accepted index to 
buying power and in March, for instance, Federal 
Reserve Bank figures show Knoxville's gain was 600°, 
greater than the national average. These record- 
breaking gains are the logical results of the great 
TVA program plus an astonishing industrial develop- 
ment which has made Knoxville the outstanding 


market of the South. 
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WHATEVER You DO . 
| DON'T OVERLOOK KNOXVILLE 


income today in the 
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Joins Root-Mandabach 

William T. Hay, Chicago artist, 
has been appointed art director of 
Root - Mandabach Advertising 
Agency. 


« 
FREDERIC DAMRAU, M.D. 


and Professional Associates 
247 Park Avenue, New York 17, N. Y. 
Wickersham 2-3638 


Postwar Studies Tackle 
Tax, Work Problems 


Postwar problems of taxation 
and employment are tackled in 
three recently advanced programs, 
one by the Commerce and Indus- 
try Association of New York, an- 
other by the Committee for Eco- 
nomic Development, and the third 
by Col. Willard F. Rockwell, 
chairman of Timken-Detroit Axle 
Company. 

The first, authored by Dr. Fred 
I. Kent, president of the New York 
University Council, outlines a 16- 
point program, calling, in part, for 
restriction of war expenditures to 
a minimum, simplification of the 
entire federal tax system, coordi- 
nation of federal, state and local 
tax systems, elimination of gov- 
ernment agencies not essential to 
ihe war effort and government 
competition with private enter- 
prise, legislation to facilitate coop- 


eration between labor and man- 
agement, smashing of uneconomic 
interstate trade barriers, restora- 
tion, “as soon as feasible,” of gold 
to “its proper place in the mone- 
tary systems of the world,” and 
cancellation of the unpaid portion 
of Allied debts of World War I 
due this country. 

The CED’s tax study, made by 
Harold M. Groves, professor of 
economics at the University of 
Wisconsin, has been published in 
book form under the title of “Pro- 
duction, Jobs and Taxes—Postwar 
Revision of the Federal Tax Sys- 
tem to Help Achieve Higher 
Production and More Jobs.” 

The author recommends elimi- 
nation of the duplication in cor- 
porate and personal income taxes 
by confining the corporate tax to 
a withholding levy on dividends 
and an advance payment on in- 
come retained by the corporation 
for re-investment. He suggests 


Swing ’round in your chair and look out of the win- 


__F000 win 


RT vot 


you been back lately? 


Mac has friends to whom he can introduce your 
product—now and in the a years when you'll 
POI 


certainly need good 


dow: look through the building across the street 


. . . across the river . . . across the countryside to 
the town where you were born... 
Main Street: drugs, groceries, men’s furnishings, 
furniture . . . and MacLane’s Hardware Store. 
in. Bigger than when you were here last, 
isn’t it! Yes—Mac bought the building several years 
ago. Made quite a few changes, too—the rolling 
ladders are gone—so’s the old counter and the glass 
cases. Open tables and open shelves, and island dis- 
lays of major appliances will keep you interested 


Let’s 


or hours... 


MacLane is a Major Hardware Dealer—one of 


about 9,000 retail outlets that do 72% of all the 
retail hardware business in the country. He sells to 
everybody for miles around . . . homeowners, farm- 
ers, industrialists all come to Mac for thousands 


of items. 


Why? Because Mac has built his business on 
sound quality merchandise needed in the home, on 
the farm, and in industry. He has backed his sales 
with cheerful service and dependable “know-how” 
that have won the confidence of all types of con- | Namen" 
sumers for miles around. That’s why your hard- 


r 


| ware Market 


ware dealer has been able to supplement his critical 


stocks with non-critical lines and k 


the war years. 


eep going during | Aan 


HARDWARE AGE 
100 East 42d Street, 


Please send aoe age ye it.” 


~OF-SALESmanship. 


You can meet Maclane today—in 
HARDWARE AGE 


He buys it every two weeks through a voluntary 
paid-in-advance subscription. Through its timely 
news and authoritative articles he keeps up to date 
with the latest developments in hardware store 
merchandising. In its pages he reads the present 
and postwar plans of 
92.4% of all advertisers in the national hardware 
trade field used Hardware Age in 1943, and 51.1% 
used it exclusively. 


important manufacturers: 


* * 


Now swing ‘round to your desk and phone Murray Hill 
5-8600 (or wire)—and ask for a free copy of “The Hard- 
ware Market and How to Sell It.”” Or—mail the coupon. 


——soe % 


New York 17, New York == | 
of your booklet “The Hard- 


HARDWARE AGE 


MAIN ENTRANCE TO THE GREAT HARDWARE 
A Chilton © Publication 100 East 42d Street, New York 17, New York @ Charter Member @ 


‘ ; Fore 


MARKET ® 


that the resulting tax savings to 
corporations should bring a reduc- 
tion in prices, or an increase in 
wages, or an increase in the peace- 
time rate of corporate profits. Any 
or all of these results, he insists, 
would encourage expansion of in- 
vestment, output and employment. 
He advocates repeal of the excess 
profits tax soon after the end of 
the war, but believes the declared- 
value capital-stock excess-profits 
tax combination should be re- 
pealed now. Prof. Groves declares 
personal income tax should be the 
mainstay of the postwar federal 
revenue system. 

Col. Rockwell suggests. that 
unemployment wages equal to 
current pay checks be paid for as 
long as 24 weeks to war workers 
discharged because of contract 
terminations. Source of the funds 
would be the money returned to 
the government in the form of 
renegotiation refunds. Under the 
Rockwell plan companies would 
retain this money as a reserve for 
unemployment payments and, if it 
became necessary, later turn it 
over to the Treasury Department 
as a sort of “windfall” tax. 

ok * * 


With more than a millwn men 
already having been discharged 
from the armed services compris- 
ing a valuable manpower pool 
from which industry can draw 
now for its reconversion plans, 
Gruen Watch Company, Cincin- 
nati, has initiated a program to 
train veterans as watchmakers. 
The project has been launched 
on a comparatively small scale, 
but if it proves to be successful— 
and company officials believe it 
will—additional groups of veterans 
will be engaged to learn the diffi- 
cult techniques and _ processes 
which a watchmaker must master. 
Training period will be at least 
three years. The plan, formed in 
cooperation with the War Man- 
power Commission, has been en- 
dorsed by the Veterans’ Employ- 
ment Service. 

* * * 


A “Postwar Sales Planning 
Check List” has been issued by 
the Saturday Night Press, Toronto, 
as a thought-stimulant for sales 
managers. Tabulating 18 sales 
activities which are being consid- 
ered by postwar sales planners, 
the booklet gives sales executives 
the opportunity to check their 
present thinking in terms of essen- 
tiality and timing. 

* * * 
Johns-Manville, reports Busi- 
ness Week, is readying an idea it 
believes will help the established 
construction industry meet the 
threat of prefabricated housing 
competition in the postwar mar- 
ket. It is a, building materials 
“department store” into which the 
home builder could walk and buy 
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in one stop all the necessary ma. 
terials for his new house comple 
with plumbing, insulation ang 
door knobs. The emporium prob. 
ably will incorporate even a loap 
department so the home builde 
can finance his house—or farp 
buildings—in one trip. 


General Mills 
Maps Plans for 
Mechanical Unit 


Minneapolis, June 14.—Genera] 
Mills, Inc., this week indicated its 
intention of staying in the me. 
chanical field by announcing that 
its mechanical division has been 
set up as a full-fledged operating 
division and that an advertising 
program had been set up, with 
Batten, Barton, Durstine & Osborn 
handling the cereal firm’s first in. 
dustrial account. 

Harry A. Bullis, president, said 
industrial and trade channels are 
soon to be told the development 
story of the mechanical division 
from a small machine shop and 
engineering department ‘to what 
has been called one of the finest 
machine shops in the United 
States.” 

Efforts to learn whether this 
implied a substantial advertising 
program yielded only the infor- 
mation that plans were still in the 
beginning stage. Occasional inser- 
tions on a one-shot basis have 
been placed telling about the work 
of the division. 

With two plants embracing more 
than 350,000 feet of floor space 
and with 1,500 employes, the divi- 
sion is now devoted exclusively 
to production of high precision 
ordnance, including torpedo direc- 
tors, gunsights and secret fire con- 
trol devices. 

Mr. Bullis indicated some of the 
thinking behind what will be a 
substantial bid for peacetime con- 
tracts with the statement that “in 
addition to the design and manu- 
facture of operating, processing 
and packaging machinery for our 
own use, the mechanical division 
will have ample capacity and 
skills to design and produce, or to 
manufacture to specifications, pre- 
cision devices for industrial cus- 
tomers. We shall also manufac- 
ture and sell to industrial, com- 
mercial and consumer markets a 
number of mechanical products 
now in various stages of develop- 
ment and test. These will be dis- 
tributed through regular trade 
channels.” 


Gets Stoker Account 


Stevenson & Scott, Montreal, has 
been appointed to direct advertis- 
ing for the Stoker division of 
Canadian Fairbanks-Morse Com- 


pany, Montreal. 


ros aed 


to $100. Write! 


Special Color Print 
Revolutionizes 


Platemaking 


Kodachrome formerly presented a number of production diffi- 
culties: —It was well-nigh impossible to visualize just how 4 
transparency would reproduce, so it was difficult to sell, to display 
for okays. It couldn’t be altered for last-minute changes by air- 
brushing, nor could it be readily fitted into complicated artwork. 


Now, these problems are completely overcome by our Chromart 
Print . . . made from your Kodachrome . . . which you give your 
platemaker as artcopy instead of the Kodachrome. 


This superb color print is made by our special process that retains 
virtually the entire tonal range of Kodachrome Film! And 7 years 
experience in catering to platemakers has taught us exactly what 
qualities fine artcopy must have. Chromarts are priced from $44 


PHOTOCHROME 
837 North Fairfax Avenue 


Hollywood 46, Cal. 
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Anti-Inflation 
Insurance Drive 
Extended into ‘45 


New York, June 13.—The tre- 
mendous public good will that has 
come to the life insurance busi- 
ness as a result of the nationwide 
advertising campaign against in- 
flation, launched last year by the 
Life Insurance Companies of 
America (AA, Aug. 23, ’43), has 
been the primary factor in a deci- 
sion to continue the drive, with 
a new copy approach breaking in 
July and running into 1945. The 
program is being conducted by the 
Institute of Life Insurance under 
supervision and direction of the 
policy committee. 

More than 100 American insur- 
ance companies and Canadian 
companies doing business in the 
United States, representing about 
80% of the assets of the business, 
have been cooperating in the anti- 
inflation: drive, probably the most 
comprehensive cooperative 
ad campaign in the history of the 
insurance business. 

Beginning July 1, ads will ap- 
pear in approximately 300 news- 
papers in the larger centers of 
population from coast to coast, 
with a special campaign running 
in leading farm journals. 

Copy appeal and format of the 
ads will be changed from the cam- 
paign just concluded, calling for 
a new technique of combining 
photographs with drawings to give 
a picture story of spending and 
saving in this war as compared 
with the last war. 

Life insurance agents will be 
directly associated with the pro- 
gram in the new campaign through 
the use as a signature on the ads 
of the phrase “Life Insurance 
Companies of America and Their 
Agents—to cooperate with our 
government in preserving the 
financial health of the nation.” 

J. Walter Thompson Company is 
the agency. 


HITS UNLICENSED COS. 


Albany, N. Y., June 13.— This 
state’s insurance department, one 
of the largest in the country, finds 
its chief problem concerning insur- 
ance advertising to be the placing 
of copy in newspapers and on 
radio stations by unlicensed 
“assessment” companies. Other- 
wise, it has not found much 
recently that could be considered 
objectionable or misleading. 

So declared an official in com- 
menting on an editorial in a‘recent 
issue of ADVERTISING AGE suggest- 
ing that other states emulate the 
Illinois state insurance department 
in adopting rules, in cooperation 
with insurance companies, to gov- 
ern advertising of health and acci- 
dent policies. 

He added that in almost every 
case where newspapers and sta- 
tions have been informed by the 
department that it does not be- 
lieve the advertising is “in the 
public interest of policyholders 


and companies” licensed by New 
York, the advertising has been 
discontinued. The question is not 
raised often as to the veracity of 
the advertising. The general state- 
ment that the department has no 
official data on the “assessment” 
companies who carry on their 
solicitations in the state by mail 
and who deal in life, health and 
accident insurance, usually suffices. 

Under the law, no _ licensed 
broker or agent in New York can 
sell or offer to sell insurance for 
an unlicensed company. There 
are only two straight “assessment” 


insurance vompénies in New York 
and they have been in business 
for many years. The department 
frowns on the establishment of 
new ones. The department spokes- 
man contrasted this number with 
about 200 “assessment” compa- 
nies he said exist in Illinois. 
The New York insurance de- 
partment keeps a wary eye on 
health and accident insurance ad- 
vertising, the official said, to check 
possible abuses through misrepre- 
sentation or exaggeration, in the 
press and on the air. “Exaggera- 
tion,” he explained, is generally 


part of a sales talk in which the 
claim is made that one company 
gives better protection, service or 
advantages than another. 


ANA Reappoints Carr 


Charles C. Carr, director of pub- 
lic relations and advertising of 
the Aluminum Company of Amer- 
ica, has been reappointed chair- 
man of the public relations com- 
mittee of the Association of Na- 
tional Advertisers. The commit- 
tee of 24 men, which Mr. Carr 
heads, recently established a con- 
tinuing study of the trends of pub- 


41 


lic opinion toward business, and 
has supervised the preparation of 
a study on the advantages of ad- 
vertised brands to consumers, 
worers, farmers and distributors. 


hetero ne 3 


SIMPSON-REILLY, LTD. 
| Puolishers Representatives — 


1928 *, 


LOS ANGELES, 


SEE 


THE 


POINT ? 


_ 


~ 


COLLINS, MILLER & 
HUTCHINGS 


PHOTO-ENGRAVERS 
207 North Michigan Avenue 


The point is this: there are some 
20-million men who would like to 
step into this picture! 

Who? 

Bankers, business men, manufac- 
turers, now chained to their desks 
by wartime work—your doctor and 
your dentist, with appointments 
booked weeks ahead — and 10- to 
12-million boys awaiting muster- 
ing-out day—all eager for the fields 
and streams of home. 

These are the men who will make 
up the GREATER outdoor market 
of tomorrow. It can’t be otherwise. 
These men have their own post- 
war plans which include pheasants 


Field «7 Stream 


in the Dakotas, trout in Maine, 
quail in Alabama, muskies in On- 
tario, bighorns in Wyoming, sail- 
fish off Florida. 

When this pent-up enthusiasm 
and purchasing power are unleashed, 
the possibilities are difficult to im- 
agine—it’s so easy to be too con- 
servative. These are active men. They 
are eager to be at their hobbies and 
they have the means to gratify their 
whims. They’re straining at the 


leash, eager to be afield or afloat. 

Their hunting and fishing trips 
today are in the pages of “Field 
& Stream”, the magazine of action. 
“Field & Stream” is shaping their 
plans for tomorrow— guiding their 
purchases, not only of rods and 
guns, but countless other necessi- 
ties made by you. 

And tomorrow isn’t far away. 


FIELD & STREAM PUBLISHING CO. 
515 Madison Avenue, New York City 22 


Field & Stream’s undisputed prestige among out- 
doorsmen has been earned by 48 years of effort in 
the outdoorsman’s behalf. 

. . . 


Field & Stream is the nation’s most widely quoted 
 } ry 


The Field & Stream Perpetual Challenge Trophies 
are coveted awards among owners of gun dogs. 
Among sportsmen’s magazines, Field & Stream bas 
been the number one selection of advertisers for 33 
years straight—every year! 
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Me 


Handles Rum Account 


Advertising for Oliver Rum, 
new product of Licoreria Roses, 
Inc., Arecibo, Puerto Rico, will be 
handled by Erwin, Wasey & Co. 
Initial distribution by the Segger- 
man Nixon Corporation, sole U. S. 
distributor, in the metropolitan 
New York market, will begin in 
July. 


FREE! Increase read- 


ership of_your 
ads with LIFE-like EYE* 
CATCHER photos. Nothing 
like them anywhere. Used 
by biggest advertisers. 100 
new subjects -~e- & Mat 
or glossy print an $5 
month. Write for new 
FREE proofs No. 101. No 
obligations. EYE*CATCH- 
ERS, Inc., 10 E. 38th St., 
New York 16. 


ADDRESSING 
FILL-IN 


John a McElwain & Co. 


A DIRECT MAIL SERVICE 
Phones Webster 2336-7 
607 S. DEARBORN 8ST. CHICAGO 


Beatrice Tells Postwar 


Expansion Plans 


Beatrice Creamery Company, 
Chicago, has a postwar program 
calling for expansion of its mar- 
kets to the South and along the 
Pacific Coast and addition of prod- 
ucts that can be found fitting 
either the established manufac- 
turing or selling organization, 
stockholders have been informed 
by C. H. Haskell, company presi- 
dent. 

He cited acquisition of the La 
Choy Food Products Division at 
Archbold, O., and Detroit, as an 
example of the latter plan. New 
ice cream and milk plants have 
been added at New Castle, Ind.; 
Hutchinson and El Dorado, Kan., 
and also two new plants in Ala- 
bama, at Decatur and Huntsville. 
These are in addition to plants 
acquired recently in Nashville, 
Tenn., and Los Gatos, Cal. 


Changes Ad Columns 
The Omaha World-Herald has 
switched from an eight to nine 
column page in its classified sec- 
tion for the duration to conserve 


newsprint. 


Bleser Joins Hillman 
Upon retirement from active 
duty, Major Louis W. Bleser, 


Army Air Corps, July 1 will join 
the national advertising staff of 
Hillman Periodicals, Inc. Major 
Bleser for the past year was com- 
mandant of the Farmingdale, L. L., 
air base, and was for 12 years with 
Rodney Boone Advertising Agency, 
now known as the Hearst Adver- 
tising Service. 


Johnson Moves Office 


F. Anglin Johnson, recently ap- 
pointed president of Farm & 
Ranch Review, Calgary, Alta., has 
transferred his headquarters from 
Toronto to Calgary. W. H. Peirce, 
formerly advertising manager of 
the “Canadian National Railways 
Magazine,” has been named east- 
ern manager of the Review’s To- 
ronto office. 


Joins Caldwell-Clements 
Ben Morris, formerly director of 
publicity of Shappe-Wilkes, New 
York, has joined Caldwell-Cle- 
ments, Inc., radio-electronic pub- 
lisher, New York, to handle sales 
promotion and copy service. 


Did you know that... 


the manufacture of food and kindred products in 
Allegheny County (value $154,368,000 in 1940) 
takes in 509 plants, 14,000 workers, a $25-million- 


dollar payroll? 


That's in addition to a $52,000,000 payroll 


Represented by the National Advertising 


Department, Scripps- Howard 


papers, 230 Park Avenue, New York City, 
Offices in Chicago, Detroit, Memphis, 
Philadelphia and San Francisco. 


bloat Few Industries . . . . in Pittsburgh? 


When you think of Pittsburgh, is it only of steel 
and coal? Or do you recall that its food industries 
are an important segment of its basic manufac- 
turing and distributing assets? Heinz, for ex- 
ample—and scores of other establishments. 


ROAR ee 


in retail and wholesale food distribution. 

These men and women—just as those in steel, 
coal, electrical appliances and equipment—are a 
stable market for your product. They are a great 
market now—will be a growing market after the 


war. Another striking case of ‘‘no reconversion 


needed.”’ 


To these people The Press is No. 1 Paper— 
editorially, advertisingly. 
they've learned to depend on its news, opinions, 


Over many years 


features. And you'll be safe in depending, too, 


== = 


News- 


on The Pittsburgh Press. 


The Pittsburgh 


IN PITTSBURGH 

IN DAILY CIRCULATION 

IN CLASSIFIED ADVERTISING 
IN RETAIL ADVERTISING 
IN GENERAL ADVERTISING 
IN TOTAL ADVERTISING 


Press 


Edmund F. Johnstone, pres. of Redfield-Johnstone, New York, 
now commanding officer of an Army air force fighter control squad. 
ron in the Pacific, has been promoted to the rank of major. . . Beg 
Gumbinner, time buyer for Lawrence C. Gumbinner ad agency, is 
taking it easy after surgery at Lenox Hill Hospital. . . 

Want to get a really pessimistic, dismal, black, grim, sad picture 
of what’s ahead come peace? Then read “The Rest of Your Life” 
authored by Leo Cherne, exec. secy. of the Research Institute of 
America. Postwar planners will take a deep breath or two long 
before they turn the last page... 

Companies in Peru, Chile, Argentina, Uruguay and Brazil are ip. 
terested in securing representation of all American lines which 
have wide distribution and acceptance in the U. S., according to 
Frederic I. Rowe, export manager of Shulton, Inc., toiletries many. 
facturer, who has just returned from an extensive trip making mar- 
ket surveys and appointing representatives for his company’s 
products... 

There’s a good fish story in the May issue of Sports Afield, 
written by Jack Cornelius, exec. v. p. of the western offices of 

, BBDO. . . Wes. 
ley M. Angle, 
pres. of Strom- 
berg - Carlson, 
now has three 
sons in the 
services. Charles 
E. has just been 
commissioned a 
lieutenant in 
the Marine 
Corps’ Reserve, 
.. « Masry. = 
Coleman, v.p. in 
charge of public 


WINS MEMORIAL TROPHY—First leg on the new Bob 
Egan memorial trophy was won by a team of agensy men 
in a softball game with magazine representatives at the 
11th annual Philadelphia magazine party. At right, Oscar 
L. Kaiser, Good Housekeeping, and Harold L. Kennedy, 
American Home, present the trophy to Clarence A. 
Palmer, Benjamin Eshleman Co., and Frank C. Murphy, 
Geare-Marston, Inc., manager and captain of the winning 
team. 


MacFarland, 
Aveyard & Co, 
Chicago, has his’ 
left arm ina 


fered a frac- 
tured’ elbow 
when a new 
polo pony he was riding hit some loose gravel and toppled over. .. 
Murray B. Grabhorn, mgr. of Blue spot sales, recently became a 
grandfather for the second time when daughter Mary gave birth to 
a second boy... 

A P-47 Thunderbolt crash-landing in a patch of woods on the 
County Golf Course at Preakness, N. J., narrowly missed A. Schiller 
of Outdoor Displays, John C. Mackerer and Peter Oakley of Coca- 
Cola, and Kasper Yost of D’Arcy Advertising. . . 

William J. Moll, exec. of Geyer, Cornell & Newell, New York, has 
been elected a member of the bd. of directors of the National Pub- 
licity Council for Health and Welfare Services. .. Peggy Stone, sls. 
rep. for Spot Sales, and Leon S. Goldberg, ad. dir. of Adam Hats, 
went to New York’s City Hall on June 7, where both said “I do.” ... 

R. M. Gleeson was honored at a luncheon given by the staff of 
Ronalds Advertising Agency, Montreal, on his 15th anniversary with 
the organization. . . Continuing with unabating zeal his one-man, 
inter-American good will crusade, Albert Greenfield, brand ad mgr. 
of Cresta Blanca Wine Co., has two current photographic exhibits 
in New York—one depicting scenes of Haiti at Willoughbys’ and the 
other of Venezuela at Haber & Fink’s galleries... 

R. Clifton Daniel, WCAE program director, has been named t 
teach the radio course at Pennsylvania College for Women, Pitts 
burgh, next fall. .. Alfred W. Crapsey, sls. mgr., KPO, San Francisco, 
was initiated 
into the sta- 
tion’s Ten-Year 
Club at a party 
given by Gen. 
Mer. John W. 
Elwood at his 
new home in 
Palo Alto. The 
program and 
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sls. depts. pre- 
sented a trans- 
cribed “tribute” 
to the new 
member in 
March - of - Time 
style, depicting 
his career. . . 
The staff of 
Erwin, Wasey & 
Co., New York, 
presented a 
handsome 
watch to A. G. 
Van Utt, treas- 
urer, on the oc- 
casion of his 
25th year with 
the agency. . . 
Frank Strelow on June 17 became the first employe in Standaf 
Oil Co. of Indiana’s sales dept. to conclude 50 years of service wit! 
the company. He started with the company in Milwaukee at tht 
age of 13, grooming horses and polishing brass trimmings on har 
nesses and tankwagons. . . Vernon D. Beatty, ad mgr. of Swift & Co 


75TH ANNIVERSARY—Philip W. Pillsbury, presidetl 
Pillsbury Flour Mills Co., Minneapolis, celebrates 

company's 75th birthday by talking to C. McD. Puckett 
business manager of the 75-year-old Chattanooga Tim# 
and Arthur Hays Sulzberger, president of the New Yot 
Times and a director of the Tennessee paper. Mr. Pill 
bury spoke from a luncheon meeting observing the antr 
versary. With him are John S. Pillsbury, chairman © 

board, right, and Lt. John S. Pillsbury Jr., of the New 


Chicago, described the role of advertisers in wartime food distrib 
tion at the war food program sponsored jointly by the St. Paw 
Dispatch-Pioneer Press and the St. Paul Adclub in the auditorium d 
the Dispatch. John F. Lewis, ad director of the newspaper, P™ 
sided... 
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Bendix Forms 
ompany to Make 
New Helicopter 


New York, June 14.— Vincent 
Bendix, founder and former presi- 
dent of Bendix Aviation Corpora- 
tion who resigned two years ago, 
pas formed Bendix Helicopter, 
Inc., to produce a new type of 
helicopter carrying two passengers 
and baggage at a cruising speed 
of 100 miles an hour, as well as 
10-passenger and 20 - passenger 
models based on the same prin- 
ciples. 

The new company is not affili- 
ated in any way with Bendix 
Aviation but is a successor to 
Helicopters, Inc., which Mr. Ben- 
dix founded last year to develop 


, helicopter embracing original 


mont principles of operation and per- 


‘Angle, 


formance based on his own inven- 


Associated with him are many 
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amed to 
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rancisco, 


ix operations. Officers of the 
mpany are Claire L. Barnes and 
Martin Jensen, vice - presidents; 
james W. Garside, treasurer, and 
Charles L. MacDonald, secretary. 


Directors Listed 


The directorate includes Frederick 
K. Barbour, president of Linen 
Thread Company; Mr. Barnes, 
founder, director and former presi- 
dent of Houdaille-Hershey Cor- 
poration; John A. Clements, pub- 
lic relations counsel; Hector J. 
Dowd, president of Certain - Teed 
Products Corporation; Laurence D. 
Ely, president of Reeves Sound 
Laboratories; Mr. Garside, presi- 
dent of Langley Aviation Corpora- 
tion; Edmund W. Ross, president 
of C. P. A. Company; Mr. Mac- 
Donald, partner of Tibbets, Lewis, 
Lazo & Welch, New York at- 
torneys; Lloyd Maxwell, first vice- 


‘Ipresident of Roche, Williams & 


Cleary, and Mr. Bendix. 

Formation of the company was 
announced in small-size ads in 
several financial papers. Roche, 
Williams & Cleary has been named 
the agency. 


VIEW FIRST ASSEMBLY 


Bridgeport, Conn., June 14.— 
First helicopter production line in 
the world was shown to news- 
paper men here recently by Si- 
korsky Aircraft division of United 
Aircraft Corporation. Under stimu- 
lus of war needs, progress is be- 
ing made in simplification of 
controls and in stabilization of 
designing. 

Hundreds of inquiries are being 
received from prospective postwar 
users of helicopters and it is re- 
ported that not less than 10 com- 
panies are planning production of 
helicopters after the war. 


Opens Carpet Campaign 

Mohawk Carpet Mills, Amster- 
dam, N. Y., has appointed J. M. 
Mathes, Inc. to handle advertising 
and public relations, effective Sept. 
1, Consumer magazines, trade 
publications, newspapers and di- 
rect mail will be used. 
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ABIG HELP 


ways be of a good, comfortable, friendly 
hotel. Make your reeervations in advance 


ATLANTA, GA. 

THE ANSLEY 
BIRMINGHAM, ALA. 

THE TUTWILER 
NASHVILLE TENN 

THB ANDREW JACKSON 
GREENSBORO N. C. 
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DINKLER HOTELS 


CARLING DINKLER, PRES. 


3000 ROOMS in SOUTHERN HOTELS 


Names Goldman, Gross 


Goldman & Gross, Chicago, has 
been named to handle the adver- 
tising of Miss America Brassiere 
Company. Charm, Glamour, Har- 
per’s Bazaar, Parents’ Magazine 
and Fawcett publications will be 
used. Adele Katz, formerly with 
Meyer-Both Company, has joined 
the agency’s art department. 


Halls Is Sales Manager 


John J. Hall, formerly vice- 
president, American Radiator & 
Standard Sanitary Corporation, 
has been named vice-president 
and general sales manager of 
Richmond Radiator Company, 
Richmond, Va., with headquarters 
in the company’ s new sales offices 
in New York. 


Increases Ad Budget 


The Canadian Life Insurance 
Officers Association has increased 
its cooperative advertising budget 
for the coming year by approxi- 
mately 50%. A number of se- 
lected weekly newspapers has 
been added to the list of dailies 
and “Class A” weeklies. 


Kansans Earmark 
$1,104,150,000 for 
Postwar Spending 


Topeka, Kan., June 13.—Kansas 
families expect to spend $1,104,- 
150,000 in the first three years 
after the war for new and re- 
modeled homes and other building 
projects, household appliances and 
furnishings, and farm machinery, 
according to a survey on “The 
Postwar Plans of Kansas Families” 
made for Station WIBW here by 
Dr. F. L. Whan of the University 
of Wichita. 

Of this amount, $118,470,000 will 
be spent for home appliances; 
$132,370,000 for home furnishings; 
$212,282,000 for farm machinery; 
$463,800,000 for new homes; $96,- 
360,000 for remodeling homes; and 
$80,860,000 for other building 
projects. 

The survey, reported in a 55- 
page booklet, also reveals the 
postwar occupational plans of fam- 
ily providers and the effect of 
place of residence on these plans. 
For instance, it finds that 67.4% 
of all family providers hope to 


keep the jobs they now hold, with 
6.6% planning to retire, 7.2% 
going back to the jobs they held 
before the war, and 3.7% having 
already lined up new positions. 
Of those who do not have plans, 
11.1% profess not to be worried 
and 4% say they are worried. 

Fifteen and six-tenths per cent 
of the families in the state re- 
ported saving over 25% of income 
in 1943; 8.4% saved from 21% to 
25%; 9.2% saved from 16% to 
20%; 18% saved from 11% to 15%; 
14.6% saved from 6% to 10%; 
7.3% saved from 2% to 5%; and 
3.6% saved under 2%. Nothing 
was saved by 2.2%, while 18.9% 
reported as unknown the amounts 
saved. 


Kaufman to New Post 


Ben Kaufman, formerly of 
Radio Daily where he handled 
television news, has been named 
managing editor of Television, a 
new quarterly magazine published 
by Frederick Kugel Company, 
New York. Richard W. Hubbell 
continues as editor of Television, 
with T. R. Kennedy Jr., and J. 
Raymond Hutchinson as associate 
editors. 


Leaves Golden Peacock 


Frank X. Trimbach has resigned 
as advertising and sales promotion 
manager of Golden Peacock, Inc., 
Paris, Tenn., and has moved to 
Chicago. Prior to his association 
with the maker of Golden Peacock 
toilet preparations, he served in a 
similar capacity with Benjamin 
Ansehl Company, St. Louis, and 
Plough, Inc., Memphis. 


‘| Casey to ‘Record’ 


Jack F. Casey, advertising man- 
ager of National Jeweler, Chicago, 
for the past nine years, has been 
named district manager of Archi- 
tectural Record, New York, in 
charge of a part of the Chicago 
area and the states of Minnesota, 
Wisconsin and Michigan. 


Hasten the 
Return of Peace. 
Buy More 
War Bonds Now. 


ston CO, Lima, ONE 


nation. 


ov> WATCH Time | 


This advertisement, appearing also in FORTUNE Magazine 
for June, is one of a FORTUNE series published in the inter- 
est of Radio Stations represented by John Blair & Company. 


* 


made Spot® 


FE rom the time that Bulova became one of the 
leading users of Spot Broadcasting, Bulova forged 
ahead as one of the leaders in the watch industry. 

Today, by superlative timing of spots and sta- 
tions, B-U-L-O-V-A is a name known to millions of 
radio listeners—and the Bulova time signal has be- 
come a symbol of accuracy and reliability. 

Perhaps your company is a Bulova-in-the- 
making. Perhaps Spot Broadcasting can do for 
your business what it has done for so many others 
in which it has been used with vigor and imagi- 


Certainly this is one of the most flexible of all 
advertising media .. . as Bulova and its advertising 
agency, the Biow Company, have proved. Cover the 
country with it if you wish—or harvest the good 


*Spot Broadcasting is radio advertising of any type, from 25-word announcements 
to full-bour shows, planned and placed on a flexible market-by-market basis. 


‘Broadcasting* history | 
...and Spot Broadcasting made Bulova history! 


territories—or bolster the weak markets. You can 
hand pick your audiences—and you aren’t confined 
to certain hours, specified stations or limited net- 


works. Every town is a good “ 


spot” town. 


Do talk to your Advertising Agency about > 
Spot Broadcasting. Then talk to a John Blair Man. 
He knows a lot about markets, merchandifing, and 


especially, how to make radio 


advertising work/ 


"BLAIR 


& COMPANY 


- Offices in Chicago - New York + St. Louis + Los Angeles + San Francisee 
REPRESENTING LEADING RADIO STATIONS 
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Joins Stewart-Lovick 
W. Alf Bell, for the past 14 


Williams Names Agency 
A. R. Williams Machinery Com- 


years with J. J. Gibbons Ltd., Cal-| pany, Toronto, has appointed Mc- 
gary, Alta., has joined the Calgary | Connell, Eastman & Co., Toronto, 


office of Stewart-Lovick Ltd. 


to handle its advertising. 


to home. 


collect. 


up window streamers. 


grocery outlets. 


' Advertising 
| of America, Inc. 


| 400 MADISON AVE., N. Y. 17, N. Y. Phone EL 5-1600 


Offices in principal cities 


}\ oventisina 
Acenciss 
Mian UFACTURERS 


MANPOWER... 
Trained-Equipped-Directed 


To serve you anywhere in 


U. S. and Canada 


TO DELIVER your samples or coupons from home 


TO DISTRIBUTE your advertising material to your 
prospects and to your dealers—locally or nationally. 


TO SELL your merchandise to dealers—deliver and 


TO OPEN new markets; to secure distribution or 
improve present distribution of your product. 


TO PLACE inside store or counter displays and put 
TO MERCHANDISE your advertising to the trade. 
TO DEMONSTRATE and introduce your product 
into department stores, super markets, drug and 


TO TELL your story through our Salesmen and mis- 
sionary men to your dealers or jobbers. 


throughout 


Distributors 


U. S. and Canada 


Ne 


JUNE ADVERTISING LINAGE IN NATIONAL MAGAZINES 


Adverti: 


Nati 
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Personal Romances 30.5 13,110 17.5 7,508 dSeven titles—7 issues '44; 9 titles—13 issues '43. dent an 
Photoplay-Movie Mir- eIncludes main paper and story section, committ 

ror (Mac) .......... 54.5 23,383 36.9 15,839 *Not included in total. pany ( 
PROMOMEGE 2c caccccces 48.2 20,691 27.9 11,968 tDoes not include school advertising. elected : 
Radio Mirror (Mac).. 37.5 16,099 28.9 12,380 INo June issue. 
SRenl BOTY ..cccecces 20.6 8,860 si" saeans “Two issues in June, 1943. succeed! 
*Real Romance ....... 20.6 See «ewe ~ ekvers ®*Three issues 1944, two issues 1943. who ha: 


DeLind to Crosley 


John W. DeLind Jr., formerly 
director of exports for the several 
divisions of American Brake Shoe 
Corporation, New York, and pre- 
viously sales manager of the Over- 
seas Motor Service Corporation, 
division of General Motors Cor- 
poration, has been named director 
of exports of the Crosley Corpora- 
tion, Cincinnati. 


Named Art Director 


W. Burton Dutcher, formerly 
with Winthrop Chemical Company, 
New York, has joined Wilson & 
Haight, Inc., Hartford, Conn., as 
art director. 


Pendleton Appoints 


Pendleton Woolen Mills, Port- 
land, Ore., has appointed Botsford, 
Constantine & Gardner, Portland, 
to handle its advertising. Plans 
include use of national media for 
Pendleton flannel shirts. The 
agency has resigned the account 
4 Bear Creek Orchards, Medford, 

re. 


Guilford Appointed 
Manfield Hankerchief Company, 
American distributor of Duchess 
English handkerchiefs, has ap- 
pointed Guilford Advertising 
Agency, New York, to handle its 


advertising. 


Lo te ees 


INDUSTRIAL Post-War BUILDING HB. | 
‘will tetal 500 MILLIONS 
ANNUALLY... 


CONTROLLED BY 
All ARCHITECTURAL A 
MEN Who read 


og Points 


The Magazine of Architectur® 


restricti 


—_—_—_—_— 


bed 


He lived through 


Ian Ross MacFarlane was on 
board a British landing barge at the 
commando raid on Dieppe. 


bombing, the machine gunning, and 
the heavy stuff from the shore bat- 


his newscasts an authenticity and 


MacFarlane was at Dieppe... 


understanding that will be shared by 
few other news analysts. 


teries. Invasion to this newscaster 
has overtones, as a word, that are 
known to few men who are on the 
air analyzing the news. When inva- 
sion came . .. MacFarlane gave 


Exclusive programming like this 


the German has made W-I-T-H the station that’s me 

. . ° ° Plan 

listened to in Baltimore. Helps it pro- eact 

duce greatest results at lowest cost. ie 
to 

tt 

WITH |- 

* 

BALTIMORE, MD. NI 

Tom Tinsley, Represented Nationally JO 

President by Headley-Reed 
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2 7 ] i 4 station relations divisi ‘ 
| National Magazine JUNE CANADIAN MAGAZINE LINAGE Kerr Joins ‘Times i? ae wey cr yo honrme 
43—es 1944, -———194s3——_.| Harold B. Kerr, formerly assist-| Richard Puff has returned to his 
Ling Linage for June Canadian Home Journal ..............+. or 28.262 318 26.379 ont , Promotion a of Me- former position in the Mutual 
13.4 h ] 6% G - bCanadian Homes & Gardens --..0--..... cu °) {a ee maa by te etge = Bom wag Fe research department. 
m Tn , ckitataveanathtaness saabeseo$u 38.3 26,075 33.0 22,442| Co. an ilton Pu ons, has 
16,09 S Ows ° ain —. ere EET TE SET REE ETC CRT Te as reget =. ph pee joined the New York Times as act- 
itil New York, June 14.—Although | Maytair -.2000.22200...0000 II en's 41,629 65.3 43,878 | Ng Promotion director during the 
1m May weeklies showed a slight drop | National Home Monthly ...............-. 32.0 22,000 25.0 17,149| absence of Ivan Veit, who reports 
12 in advertising volume, June issues ely me TEP SS TYETTCTV ETT 7? ans re ae s00n for active service as a lieu- 
13syfof national magazines kept ahead 6-na plains ; ; pone e’*' tenant (jg) in the Navy. 
14,14 of the ee an 1943 — OE RE ee err 343.4 220,418 276.8 177,744 - ——— he 
1 ing a 16. vance : 
‘51m oy m = - Display, including poultry and livestock in Canadian Farm Papers Combines Sales Books 
122m) May weeklies, with 1,422,358| Country Guide, The ...................5. 32.0 23,005 30.0 21,938 In line with conservation of STUDIOS INC 
36.guqlines as compared with 1,435,840 | ‘Pep ceralg fi yy cekly Star: 79.7 80,488 51.0 51,080] BARS? One manpower. Aldens Chi- ~ 
“lines last year, were off 9%. Western Méition ................02... 68! 68,754 41.0 41,425 | C480 Mail Order Company has 540 N. MICHIGAN AVE. - CHICAGO 
683,54 Continuing to lead the publica-|'Farm & Ranch Review.................. 16.5 16,707 13.5 13,641; combined its regular May and Whitehall 5355 
" |tion group in advance, juvenile| {free Press Prairie ‘Parmer....2200022. .0CUC CCC eee 
Ro publications posted a 85.6% gain | twestern Producer ............s.s.0c0c05 247 27,210 16.4 18,065 | being mailed to customers. 
8ilfor June issues. neral maga- — Sa 
7,618 zines were up 27%, the women’s Tn” oo 556 cee easate seb ere rae 314.0 303,277 216.7 204,252 Sill Puff to Mutual 
26,685 up — — magazines ‘May figures. paatesioeg Sill, for six years a 
zie an outdoor publications oteer lees 1944, 5 issues 1943. membér of the station relations 
7491" Canadian magazines showed a *Published semi-monthly. department of CBS, has joined the 
hr - 24% advance for the month, with 
4g |volume totaling 220,418 lines, 
16.24)while Canadian farm magazines 
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12,675 
ee 


69,242 


2,944 
11,015 
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704 
3,089 
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20,805 


111,854 
149,096 
5,469 
151,765 
31,371 
29,185 
13,876 
13,032 
28,207 
167,173 
50,956 
112,049 


60,509 
90,928 
9,120 
7,030 
5,015 
185,263 
11,280 
52,826 
139,224 
70,921 


1,435,840 


os ‘43. 


were up 48.5%. 


Court Reverses Ruling 
in Turner Agency Case 


Reversing a lower court de- 
cision in favor of Edward Turner, 
president of R. Edward Turner 
Advertising Agency, Cincinnati, 
the Ohio court of appeals has 
ordered judgment for the Central 
Outdoor Advertising Company, 
Cincinnati. 

Mr. Turner’s damage suit fol- 
lowed an injunction filed against 
him in January, 1942, by the out- 
door advertising company claim- 
ing that it had already leased a 
building roof on which Mr. Turner 
sought to erect an advertising sign. 
Although Mr. Turner won the 
original suit and $13,253 damages, 
appeals court held that the de- 
fendant acted entirely on advice of 
counsel and was not prompted by 
malice. 


Standard Oil Elects 


M. J. Rathbone, president of 
Standard Oil Company of Louisi- 
ana, has been elected president of 
Standard Oil Company of New 
Jersey, operating unit of Standard 
Oil Company (New Jersey). He 
succeeds Chester F. Smith, who 
resigned recently following his 
election as a director of the parent 
organization. 

Eugene Holman, a vice - presi- 
dent and member of the executive 
committee of Standard Oil Com- 
pany (New Jersey), has been 
elected president of the company, 
succeeding Ralph W. Gallagher, 


who has been named chairman, a 
post unfilled since the resignation 


eae C. Teagle in January, 


H. B. Donley Named 


Harold B. Donley, formerly gen- 
eral appliance manager of West- 


Mipnghouse Electric Supply Com- 


vany, New York, has been named 
head of the new Westinghouse 
Radio Receiver Division, which 
will manufacture and market 
tome radio receivers as soon as 
restrictions permit. 


— 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war 
Plants by the thousands daily — 
each copy read by many, and 
Passed on from shift to shift — 
each copy working 24 hours daily 
to bring you coverage of today's 
best-spending customers 

100,000 readers daily! 


* *& THE * * 
NEW HAVEN, CONN. 
JOURNAL-COURIER 


"What! You haven't heard 
about Harold Thomas and ME 7” 


Well. It’s quite a story. 

It was back in ’39 Mr.. Thomas 
first came a-calling. He came in his 
official capacity, of course. As Head 
of the Centaur Company, makers of 
Fletcher’s Castoria. 


He liked me from the start. Be- 
cause, you see, I’m a typical Cos- 
mopolitan reader and he still calls on 
me in the pages of Cosmopolitan. 


Here's why he likes me... 


I’m young! The majority of Cosmo- 
politan readers is under 35! 


That makes us young enough to 


have young children—of which I 
have two pips! So far. 

It also makes me young enough to 
be pliable when it comes to forming 
brand preferences. Young and alert 
enough to want to TRY what looks 
like the best buy. 

And once I’ve tried it—I’ve plenty 
of years ahead to stay with it! 


Some story! Huh? 
Almost as good as the terrific stories 


that keep me shelling out 35¢ each 
and every month for Cosmopolitan. 


Aren’t they the smarties, though 
—those Cosmopolitan people? 


[osmopolitan 


GREAT WRITING MAKES GREAT READING! 


They really do pull us young ones 
in! And hold on to us! 


And it’s all true! 


So how about your telling your story 
to me? Honest. I’m the readingest, 
buyingest girl you ever did meet! 


See for yourself. 


Cosmopolitan Readers are YOUNG! 


A Cesmopoliten is where 
you'll find that 
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Robertson Heads Club 


J. K. Robertson of the General 
News & Novelty Company, Brant- 
ford, Ont., has been elected pro- 
visional president of the newly- 
organized Brantford Sales and Ad- 
vertising Club. Other temporary 
officers chosen were A. C. McLean, 
Agnew-Surpass Stores, vice-presi- 
dent; R. U. Lamb, William Patter- 
son Ltd., secretary, and S. G. Gunn, 


Canadian Pacific Railways, treas- 


urer. A new election will be held 
next fall. 
‘‘No Burton Browne 
client has a com- 
& petitor with better 
+ 
4 advertising "’ 
' 
r) 
. 
: BURTON 


© SROWNE 
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OWI Tells True Reason 
For Fats Salvage 


Washington, June 15.—OWI], in 
a fresh approach on waste fats 
salvage, puts its cards on the table 
and frankly admits that the house- 
wife is paid two red points and 
four cents a pound, not because a 
wounded doughboy may lack 
medicine, but to maintain produc- 
tion of soap for the home front. 

Early in the war, demands for 
glycerine for munitions and other 
war products raised the prospect 
of a soap shortage. The situation 
has improved to such an extent 
that point-free lard and other 
cooking oils are sold, with only 
the proviso that housewives turn 
in fats they cannot cook. 

Support for collection of waste 
fats has been provided by the 


By STANLEY E. COHEN, Washington Editor 


soap manufacturers, through their 
heavy radio schedules. In fact, the 
industry has been so enthusiastic 
in its participation that last Janu- 
ary OWI had to ask that the ap- 
peals be toned down. 

Latest statement on require- 
ments for fats points out that 64% 
of inedible tallows and greases 
will go toward the production of 
soap. Though 2,000,000,000 tons 
are required, the government seeks 
only 230,000,000 tons from house- 
wives. or 


Missed: The House appropria- 
tions committee, which goes 
through most government budgets 
with a fine-tooth comb, passed 
over without comment a request 
for $6,590,000 for “recruiting ex- 
penses” in the War Department 
budget for the fiscal year begin- 


ning July 1. For an unexplained 
reason, Rep. J. Buell Snyder, 
chairman of the sub-committee 
considering the proposal, steered 
questioning away from the item, 
leaving completely unexplained an 
increase of $1,592,000 over cur-ent 
activities, and more than double 
the boom recruiting year of 1943. 
Reports here say $5,000,000 is ear- 
marked for paid Wac advertising, 
but truth is more securely guarded 
at the War Department than any 
secret since D-Day. 


* * * 


Green-light: Clifton L. Mack 
remains as chief of Treasury Pro- 
curement, but real power in that 
organization now rests with Ernest 
L. Olrich, Munsingwear president, 
who came here as assistant to the 
Secretary of the Treasury to sell 
surplus consumer goods. By order 
of Secretary Morgenthau, Olrich’s 
instructions are binding on the 
entire Procurement Division, in- 
cluding its activities as purchasing 
agent for lend-lease and other ex- 
port programs. Bonds: Army and 
Treasury have worked out a $10 
war bond, selling for $7.50, so sol- 
diers will get a bond-a-month in- 
stead of a bond every three 
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In A Field Where One New Account Can Give Big Volume 


The plums are ripening in the broad and fertile plastics 
field. Not until PLASTICS did the enormous potential 
of this industry receive from editors and publishers the 
recognition it deserves. Now, here, wrapped in a single 
package, is an enthusiastic audience of qualified buying 
power—both today’s users and prospective users of plastic 


parts, products, supplies, machines and equipment. 


Dou't Wate. Ride in on the surge of 
esteem created by the first issue of PLASTICS! 
Get full facts from a PLASTICS representative. 


ate? 


bat) 
y 


5 c¥ 


-DAVIS 


PLASTICS’ Platform 


e@ Subscriptions purposely limited to 


selected key men, 
e@ Coverage - 
reaching the entire industry, its cus- 


of approximately 14,000 


tomers, and prospects . . . the men who 


will make the buying decision today and 
in the post-war period. 


e@ Edited visually as well as textually to 


assure quick comprehension by non- 
engineering executives. 

e@ Distinguished format. 
full color photographs on coated paper. 
Also permits brilliant color advertising. 


Illustrated by 


e Fully keyed to technical readership— 


with*templete, accurate data on physi- 
eal ‘characteristics and processing for 


production engineers, etc. 


PUBLISHING COM 


540 N. Michigan Ave., Chicago 11, Illinois « Offices: New York e Washington e Los Angeles e London « Toronto 


@ Underwritten by one of the most suc- 
cessful publishers in America, 

® No other medium offers comparable 
coverage at such low cost per thousand. 


ANY 
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months. Similar security mayy 
offered other services, and possihy 
war workers under payroll dedy 
tion plans. 

* * 


Termination: Army is  urgiy 
war contractors to assign key og 
cials to contract termination 

that accurate claims may be fil 
soon after work stops. Officis 
say that 50% of the time lapse ;, 
settlement results from contractor 
delays. Reconversion: Though ge, 
eral WPB objective is to reconyey 
entire industries at a sweep, » 
competitors may reenter market 
together, in many cases irregy); 
cutbacks will free some plant 
and leave others tied up with y; 
work. Prospect is unpleasant 4 
those first facing such a situation 
but in the photographic equipmen 
industry, at least, members apd 
prepared to accept the situation 
Whatever the status of competitorg 
they told WPB to authorize pr 
duction of box cameras wheneye 
it can, so employment can hg 


made, however, until the film sity 
ation improves. Puzzle: Radi 
industry wonders why Lea com 
mittee investigating the FCC jg 
examining industry income figures 
for 1932-38. Study obviously isn’t 
aimed at Chairman James L. Fly 
for he was not with FCC unti 
1939. 
* * ok 

Mixup: Pixies put Robert Har- 
per, recently assistant to the presi- 
dent of Motion Picture Advertis- 
ing, in OPA in last week’s “In 
Washington.” He’s at ODT, whe 
as reported, he serves as campaign 
director under Charles E. V. Prins, 
Prices: Need we repeat that muti- 
lation of price control bill by Con- 
gress is taken lightly here? Cyni- 
cal Washingtonians assume Con- 
gress will extend act as is, after 
disagreeing on numerous amend- 
ments. Power: Indication of 
achievement of electric power 
plant producers in this war may 
be had from WPB report that 
Navy ships afloat now produce 
more current than all the power 
plants in the U. S. 

* oo * 


Available: Unable to find spon- 
sors among comic section space 
buyers for half-page ‘fight waste” 
messages by top military men, 
OWI is distributing mats to news- 
papers for local sponsorship. First 
strip in series, featuring Admiral 
Ernest J. King, was sponsored in 
Puck—the Comic Weekly by the 
Junket Folks, but others by Gen- 
eral Marshall, Coast Guard Ad- 
miral Waesche and General Van- 
dergift were not run. Victory 
Goods: Dealer fears that recon- 
version will find their floors 
stocked with victory goods have 
slowed stove production, the in- 
dustry says in asking that stove 
rationing end. Advisory commit- 
tee claims dealers hold ration cer- 
tificates in anticipation of new 
models. Unity: WPB’s Printing 
and Publishing Division and ap 
peals board have agreed to use 
forthcoming appeals supplement 
to L-240, marking the first time 
the two have subscribed to com- 
mon rules for their decisions. Did 
You Know: That 25% of the 
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If it’s 
A TEST 


you want... 
TAKE 


NEW HAVE 


The Register is rated* the 
7th test market in the’ U.S 
—2nd in New England. Wit 
@ minimum cost you 
urban and suburban pop 
tion. 


“Independent Survey of Providence Bullet! 


maintained. No cameras will ba > 
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" May 
| possi 
ll dedy, 


on OFFICER! PLEASE TELL ME 
WHERE | CAN FIND A BOTTLE OF 
NO-RUB SHOE WHITE 


LBE 


Don't worry the cop. Ask your grocery, dept. or syndicate store ... they 
will help you secure that bottle of WILBERT'S NO-RUB SHOE WHITE. 


ei 


NEVER MIND TH’ S/LVER, @RAB THAT 
RorTLE OF WILBERT’S NO -RUB SHOE WHITE! 
we WIFES GEEN YELLIN! HER HEAD OFF Por ir! 


\dvertis-| WILBERT WIT— Departing from the 
ek’s “In| usual white shoe polish advertising 
T, wh formula, Wilbert Products Co., New 
ampaign| York, is using weekly comic strip ads 
V. Prins) in eight newspapers for its No-Rub 
iat muti-| Shoe White during May and June. 
by Con-| The 130-line insertions use balloon cap- 
2 Cyni-| tions. Tracy, Kent & Co., agency in 
ne Con-| charge, has also prepared window dis- 
is, after] plays and postcards for dealer use. 
amend- 
— i members of the Wac are mar- 
var ma{ tied?’ . . that radio tubes, win- 
ort rv dow screening, electric heating 
produce pads, can openers, alarm clocks, 
e powe carpet sweepers, extension cords, 
© power! frying pans, double boilers, tea 
kettles, wash tubs and kitchen 
garbage cans are consumer items 
nd spon-| considered most critical? . . . That 
m space] 25% of Army overseas mail is 
t waste’| V-mail, another 35% airmail? 
ry men, a.  # 
. Sleeper: Georgia dairy people 
Admiral who sought to embarrass ODT 
sored inj Sunday delivery ban by dumping 
by. the milk allegedly because of bureau- 
by Gen- cratic bungling, are threatened 
ard Aé- with the loss of their government 
ral Ven- subsidy, on grounds that milk must 
Victory be plentiful. . . Radio: New FM 
t recon-| Teduests have been filed with the 
= floors FCC for: Stockton, Cal., Rich- 
ds have mond, Va., Worcester, Mass. (by 
the in- Worcester Telegram Publishing 
at stove Co.), Jacksonville, Fla., Peoria, Ill., 
commit-4 22d Hartford, Conn. (Hartford 
Hon el Times Co.). Television applications 
of nev received for: Buffalo, N. Y. (by 
Printing WEBR) Salt Lake City, Detroit 
da (by United Detroit Theater Corp.), 
"7 A and Baltimore, Md. New 250 watt 
ee ment} Standard stations sought for: Roch- 
har time ester, N. Y., New Haven, Conn., 
to com-| Henderson, N. C., Portland, Me., 
how pid) 22d Savannah, Ga. 
of the * - * 
—_—_— Autos: Given favorable prog-|- 
ress in Europe, first quarter of 
1945 is a safe date to expect new 
Civilian passenger cars. Estimate 
was pushed back from fourth 
T quarter 1944 when WPB decided 
. aan 


en roll!’ 


“It was you who said 
WFDF Flint urged us to 


to struggle through with a repair 
parts program. Repricing: Army 
will end renegotiation by Jan. 1, 
substitute repricing of war con- 
tracts, a similar accounting process 
in which income is examined be- 
fore contract is completed, so ex- 
cessive profits may be cut back 
before profit is made. Though 
system is fair, Army says repric- 
ing will be tougher than renego- 
tiation. Jack-pot: U. S. District 
Court in Trenton slammed a 
$15,000 fine on Emile Carpentier, 
Hillsdale, N. J., for violating an 
FTC cease and desist order against 
“T. B. Compound” advertising. 
Penalty shows Commission rulings, 
mild in themselves, can be made 
to stick. 


* * 


Hope: Surplus property dis- 
posal people expect Army and 
Navy to eat up and use up bulk 
of consumer goods and food dur- 
ing long demobilization period fol- 
lowing fall of Nazis. When Allies 
take Berlin, Army will unwind at 
rate of 250,000 men a month; after 
Tokio, 600,000 per month. Goods 
not used will be returned to 
makers in many cases, and “infil- 
trated” into the economy, a small 
percentage at a time. Offer: War 


Plants may now have the highly 
praised “Why We Fight” films 
from the Army’s Industrial Serv- 
ices Division. Racket: Gypsters 
are preying on woman’s love for 
nylon stockings, a hardship item 
which outranks washing machines, 
irons or anything else according to 
WPB reports. OPA warns against 
illegal Nylon Stocking Priority 
Clubs which violate price rules 
and other laws by promising first 
call on nylons to women who buy 
other hosiery now. 


McC-E Appointed 

Organizacao Financeira Amaral 
Ltda., an organization of financial 
advisers in Sao Paulo, Brazil, has 
appointed McCann - Erickson’s 
office in that city to handle its 
advertising. Newspaper ads will 
be used. 


BBDO Completes Panel 


Batten, Barton, Durstine & Os- 
born, New York, has completed a 
national panel of consumer opinion 
which comprises 3,000 families 
from coast to coast. This is said 
to be the latest agency-directed 
consumer panel in the field. 


Glenn Gundell Named 
‘Post’ Ad Manager 


Glenn Gundell, formerly adver- 
tising and sales promotion man- 
ager of the appliance and mer- 
chandise de- 
partment of 


General Elec- 
tric Company, 
has been ap- 


pointed adver- 
tising and pro- 
motion manager 
of The Satur- 
day Evening 
Post, with head- 
quarters in 
Philadelphia. 
Glenn Gundell | After work- 
ing as a writer 
and art director on midwestern 
newspapers, Mr. Gundell spent 
several years in agency work in 
New York, later becoming asso- 
ciated with General Electric. 


Publishers to Meet 


Members of the Southern News- 
paper Publishers Association, east- 
ern division, will meet for a me- 
chanical conference in New Or- 
leans, Oct. 30-31 and Nov. 1. 


Phoenix Promotes 3 


Phoenix Mutual Life Insurance 
Company, Hartford, has promoted 
James A. Griffin, formerly assist- 
ant agency manager, to associate 
agency manager. Clifford L. 
Morse, formerly manager of Phoe- 
nix’s Seattle agency, has been 
made assistant agency manager in 
Hartford, and C. Russell Noyes 
has: been named assistant adver- 
tising manager. 


SURPRISING 


FACT ABOUT NEGROES 


is what a great job their spending does 
in offering opportunity to advertisers. 
Here's a 7-billion dollar market, yes 
7-billions a year. Are you overlooking it? 
Perhaps your competition is, too. That 
doubles the opportunity for you. So drop 
a postcard or letter today to Interstate 
United Newspapers, Inc., 545 Fifth Ave- 
nue, New York 17, New York and let us 
send you some startling, profit-revealing 
facts about what the Negro Press can do 
for you. 


stands— 


a 


Here live the memories of vanished days 
Beside the works of man’s inventive mind. 
Beyond the streets of Maysville lie rich farms, 
And in the town are buildings proud with age 
As some are bright with youth. The Court House 


Symbol of justice—here the Library, 

And Wilson Hospital, where mercy dwells. 
Wheels turn in factories, and things men need 
To carry on the battle for the right 

Flow out, a mighty stream, on shining tracks 
To either coast, and then across the seas. 


This is what ancient Maysville means to us; 
A strongly-knit community of lives 


i | : 


iia 


MAYSVILLE, KENTUCKY... statwart Symbot 


Devoted to the building of great wealth 

Of mind and body; of the heart and soul. 
What do we mean to Maysville? This, we hope; 
A channel for the music of the world, 


And for swift news of those 


beloved ones 


Whose names burn brightly in a whispered prayer 
As on an Honor Roll. We have a bond 

Between us, woven with the silken threads 

Of memory, of progress, and of time. 


by Norine Freeman 


WwLw 


The Nation’s Most Merchandise-able Station 


DIVISION OF THE CROSLEY CORPORATION 
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Stanley Talbott 
Joins Petri Wine 

Stanley Talbott, formerly ad- 
vertising manager of Pabst Sales 
Company, Chicago, has been 
named assistant 
to Louis A. 
Petri, president 


of Petri Wine 
Company, San 
Francisco. The 


appoint- 
ment was an- 
nounced at a 
board of direc- 
tors’ meeting. 
Mr. Talbott 
will assist in all 
phases of man- 
agement, with 
emphasis placed 
on advertising 
and merchan- 
dising of Petri products. He was 
previously merchandising manager 
for Dr. Pepper Company, Dallas. 


Extends Closing Dates 


The Midwest Farm Paper Unit 
—The Farmer, Nebraska Farmer, 
Prairie Farmer, Wallaces’ Farmer 
and Iowa Homestead, and Wis- 
consin Agriculturist and Farmer— 
has initiated a 15-day closing date, 
effective with July 1 issues. Final 
forms for these issues were sched- 
uled to close June 16. 


Stanley Talbott 


To Reach Farm People, Reach the 


28.240 isss'cxoes 


FIELD LEADERS 


a 


‘nd form homnd. Welte tor data... 


CHICAGO 2 


Farm Magazines 
Show 24.5% Gain 


New York, June 14.— Forging 
ahead again, farm publications 
gained 24.5% in advertising vol- 
ume in May and June issues, with 
a total of 1,382,133 lines compared 
to 1,110,157 lines for the com- 
parable ’43 months. 

Monthly farm magazines, with 
linage aggregating 449,835 lines, 
compared with 401,398, were 
12.1% ahead of June, 1943, issues. 

May monthly publications were 
up 38.6%; May semi-monthlies 
24.1%; May bi-weeklies 2%; May 
weeklies 40.1%, and May dailies 
55.9%. 


Kennedy Named Head of 
Minneapolis Adclub 


Alan M. Kennedy, assistant to 
the president, Northwestern Na- 
tional Life Insurance Company, 
has been elected president of the 
Minneapolis Advertising Club, suc- 
ceeding Joyce Swan, publisher of 
the Minneapolis Daily Times. 

Other officers elected were: 
Walter C. Strang, advertising sup- 
ervisor, Northwestern Bell Tele- 
phone Company, Ist vice-presi- 
dent; H. H. Haupt, Minneapolis 
manager of Batten, Barton, Dur- 
stine & Osborn, 2nd vice-president; 
and Ralph Keller, executive secre- 
tary, Minnesota Editorial Associa- 
tion, secretary-treasurer. 


Baldwin Joins Walker 


Fred L. Baldwin, formerly as- 
sistant advertising manager of 
Carstairs Bros. Distilling Com- 
pany, has been named assistant 
advertising manager of Hiram 
Walker, Inc., Detroit. 


Davidson Joins Agency 
Ken Davidson, for 11 years with 
the publicity department of the 
British Columbia Electric Power 
Corporation, Vancouver, has joined 
the creative staff of Cockfield 


Brown & Co., Montreal. 


Commercial 
Display 
Excluding 
Poultry 
-—— Total Advertising ——, and Livestock 
r——1944——_, -——1943-——_, 1944 1943 
Pages Lines Pages Lines Lines’ Lines 

Monthlies 
2Agricultural Lead- 

i el aca “pid. bedee mee — mucha Meopen* ~ dala 
tAmerican Fruit 

eee 12.5 5,348 10.9 4,989 5,205 4,914 
American Poultry 

Journal: 

Eastern Edition.. 25.9 11,098 20.3 8,716 8,393 6,295 

Central Edition .. 19.8 8,507 15.2 6,542 6,928 4,989 

Western Edition... 19.2 8,257 13.1 5,626 6,947 4,849 

tIn all 3 Editions. 18.4 7,899 12.4 5,323 6,673 4,700 
Better Fruit .......- 12.3 5,185 11.7 4,925 5,185 4,925 
Breeder’s Gazette .. 18.8 8,438 11.7 5,246 6,806 4,035 
California Citrograph 17.1 11,480 13.7 9,184 11,480 9,184 
Capper’s Farmer ... 32.2 21,889 31.0 21,109 21,109 20,246 
Carolina Co-operator 8.7 3,633 5.7 2,380 3,334 2,380 
The Cattleman ..... 55.5 23,303 35.0 14,718 12,544 8,498 
Cooperative Digest... 14.7 3,097 5.0 1,050 3,097 1,050 
Country Gentleman. 52.8 35,816 50.5 34,346 34,752 338,213 
aElectricity on the 

PE skeurssecese 12.8 4,552 10.0 3,569 4,552 3,569 
Farm and Ranch... 24.3 18,403 23.3 15,314 17,867 138,577 
Farm Journal and 

Farmer’s Wife ... 50.2 21,555 46.2 19,823 20,712 18,752 
Florida Grower .... 9.0 6,132 6.7 4,586 5,711 4,168 
Hoosier Farmer . 14.3 6,445 14.6 6,559 5,865 6,294 
Kentucky Farmers’ 

Home Journal 9.9 7,745 8.4 6,595 7,045 5,583 
Michigan Farm News 1.5 3,132 1.7 3,500 3,132 3,500 
National Live Stock 

PROGUCOF ...ceces 3.2 2,310 2.4 1,774 2,230 1,774 
New Jersey Farm 

and Garden ..... 27.5 12,308 23.5 10,576 10,962 9,450 
Ohio Farm Bureau 

De dvavaekxeceds 10.6 4,741 12.0 5,412 4,467 5,252 
Poultry Tribune: 

Eastern Edition.. 32.0 13,823 26.5 11,375 10,691 8,108 

Central Edition... 26.6 11,421 20.0 8,595 9,340 6,182 

Western Edition.. 25.7 11,019 17.9 7,662 9,231 5,819 

Pacific Edition... 27.8 11,984 20.1 8,614 9,655 6,410 

tIn all 4 Editions 24.1 10,329 16.3 7,011 8,779 5,592 
Progressive Farmer: 

Carolina-Va. 

DNOEN 6 i 00% 0-0 32.4 23,575 33.7 24,550 22,160 23,430 
Georgia-Ala. 

Pee 1.0 22,568 33.8 24,586 21,376 23,432 
Ky.-Tenn. Edition 31.3 22,813 32.4 23,652 21,774 22,764 
Miss.-La.-Ark. 

Pee 27.9 20,371 30.4 22,136 19,311 21,106 
Texas Edition 31.9 23,206 31.1 22,647 21,992 21,485 
tIn all 5 Editions 26.7 19,466 27.8 20,299 18,800 19,662 
tAverage 5 Editions 30.9 22,506 32.3 23,514 21,322 22,443 

Southern Agricultur- 

ME + rettereeuneees 27.7 19,441 22.7 15,890 18,813 15,325 
Southern Planter .. 16.5 11,551 17.7 12,412 10,768 11,049 
Successful Farming. 55.0 24,739 50.5 22,740 23,597 21,624 

Total Group ..... 818.6 449,835 709.4 401,398 406,531 363,231 

Monthlies—May 
Arkansas Farmer .. 12.6 9,488 8.6 6,493 9,488 6,493 
Farmer-Stockman .. 21.6 16,296 16.1 12,185 14,476 10,740 
Idaho Granger ..... 7.1 7,650 5.9 6,363 7,168 6,363 
Nation’s Agriculture 9.1 4,075 5.0 2,247 4,075 2,247 
Western Livestock 

SOMME ccccuccse 85.9 36,085 62.4 26,221 11,207 8,770 


Advertising Age, 


JUNE ADVERTISING LINAGE IN FARM MAGAZINES 


c— Total Advertising ——, 
——1944——, ——1943—_- 
Pages Lines Pages Lines 


Wyoming Stockman- 
Farmer 


eee ewww eee 


Total Group 


Semi-Monthly—May 


Dakota Farmer .... 
Parmer, TRO ...0s.> 
Hoard’s Dairyman.. 
Idaho Farmer ..... 
Indiana Farmer’s 
CE 56645660 60:0 
Kansas Farmer .... 
Michigan Farmer . 
Missouri Farmer .. 
Missouri Ruralist .. 
Montana Farmer 
Nebraska Farmer .. 
New England Home- 
WOO cccccscoscrs 
Ohio Farmer ...... 
Oregon Farmer .... 
Oregon Grange 
po Tee 
Pennsylvania Farmer 
Utah Farmer ...... 
Wallaces’ Farmer & 
Iowa Homestead. . 


Washington Farmer 23.3 


Wisconsin Agricul- 
turist 


Total Group 


Bi-Weeklies—May 
American Agricul- 
turist 


*California Cultivator 3 


Dairyman’s League 
News 
*Prairie Farmer ... 


Total Group 


Weekies—May 
1Capper’s Weekly .. 
Weekly Kansas City 

Star: 
Missouri Edition.. 


Total Group 


Dailies—May 
Chicago Daily Drov- 

ers Journal 
Kansas City 


Dally 


Drovers Telegram 29.1 


- 32 


Omaha Daily Jour- 
nal-Stockman 


m Con wer 


bo Om 0D 


rw oc 


Soe 
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8 6,062 4.4 3,962 
-1 79,656 102.4 57,471 
8 22,233 23.5 18,126 
-4 36,375 35.2 27,592 
0 25,481 29.3 21,299 
-4 18,447 25.8 19,515 
6 14,537 7.8 6,094 
4 20,790 17.9 13,067 
-3 18,647 24.3 18,660 
6 4,241 5.9 4,591 
-7 18,037 17.7 13,425 
9 28,664 28.6 21,646 
0 34,577 30.0 22,587 
2 21,843 24.5 17,137 
1 20,848 25.4 19.475 
7 #17,215 25.8 19,568 
1 20,790 21.6 23,324 
-8 20,604 25.1 19,272 
5 15,532 14.4 10,927 
-2 38,562 30.3 23,726 

17,614 28.4 21,495 
-8 29,645 21.6 16,934 


24 
1 


-8 72,791 96.9 


St. Louis Daily Live 


Stock Reporter . 
Total Group 


eeeee 


3 
-8 24,069 
7 


-9 76,236 


-6 91,319 


-4 69,001 


17,716 


7 15,083 


65,741 
61,879 


47,229 


14,786 
23,105 


3,558 
29,917 


71,366 


16,748 


48,422 
65,170 


42,859 
38,127 
45,396 
30,010 


une 19, Iii 


Commer 
Display 
Excludin, 
Poultry 
and Livestog 
1944 1943 
Lines Ling 


5,880 3,7) 
——l 
38,407 


18,1% 
22,08 
18,0% 
18,955 


1,239 
9,844 
18,669 
4,449 
11,207 
16,88} 


30,253 18.3% 


17,172 
20,848 
16,215 


14,769 
19,475 
19,008 


20,790 
20,604 
11,585 


23,799 
19,272 
10,927 


33,320 


20,282 
16,614 


20,935 
15,768 


—. 


322,083 


26,554 
392,035 
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15,542 
22,355 


13,044 
21,309 


2,179 
20,140 


61,892 56,672 


11,946 12,048 


76,236 76,236 


ee 


88,182 88,284 


42,636 29,666 


40,291 27,656 


51,966 33,630 


tNot included in totals. 

*Two issues 1944, 3 issues 1943. 
tPage size changed since last year. 
aJune and July issues combined this year. 
1Four issues 1944, five issues 1943. 
2Not Published in June. 


73.4 156,392 


165,748 112,402 
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AGENCY VPs 


TO 
pur WBBM SHOWMAN SHIP 


...and we rang the bell for them—even at 


6 o’clock in the morning. 


One advertising agency vice president* 
tested our 6 A.M. showmanship. Then volun- 


tarily he wrote a letter to a vice president* 


in another agency: 
“After about five weeks (onWBBM’s 
Sunrise Salute) my client’s business 
started on an upward trend and has 
been breaking 30-year sales records 


ever since.” 


So the other agency tried Sunrise Salute, too. 
Today, 14 different agencies have contracts 
—13 of them renewals—on this WBBM par- 


ticipating program starring Paul Gibson 
good sense. 


nist, psychologist, philosopher, movie 


and 


Gibson is everyman’s everything: biogra- 
pher, historian, news analyst, gossip colum- 


and 


book reviewer, lovelorn expert. Listeners get 
lyric in their letters of praise, listen intently 
to what he says (and to the straight-from- 


Represented by Radio Sales, 


the SPOT Broadcasting Division of CBS 


* 
id 


A SHOWDOWN 


the-shoulder commercials that go with it). 


Advertisers get results—continuous results 


—as their letters and renewais testify. Vice- 


president No. 1, for example, wrote us at the 


end of his client’s first year on the show. 
“Sales,” said he, happily, “have multiplied 
approximately four times.” 

Test some WBBM showmanship yourself. 
For 19 straight years WBBM showmanship 
results have kept this the most sponsored . 
station in Chicago, right around the clock, 


right around the calendar. 


* We'll give you their names on request. 
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regional Treasury procurement of-| would observe existing govern- : : 
Treasury Draws fices. ment regulations, To Air Tennis Match 


MN ercig 
splay 


OPA. Ceilings, Opens Stroboscope Test 
To emphasize that aspect of the| WPB controls, “and give everyone| Stanley Boynton Agency, De-| Universal Microphone Company, 
judiag program the division mailed out a| within a trade a chance to bid and|troit, is lining up an independent| Inglewood, Cal., has launched a 
Veatem bulletin today to thousands of| buy.” network of radio stations for the| test campaign for its Stroboscope, 
1943 Plans {0 ontact manufacturers, wholesalers, and The plan, it was said, is “to| broadcast of the national tennis| device for testing the speed accur- 
Line retailers, outlining sales pro-|make the Treasury a first class} Matches at Forest Hills, L.I.,Sept.|acy of phonograph turntables, 
3.1) , cedure, with particular advice that| source of merchandise and easy to| 3-4. A. G. Spalding & Bros. is the| through Ralph L. Power, Los An- 
— they should “visit and contact|}do business with.” sponsor and the broadcast will be|geles, radio counselor. Trade pub- 
38,407 urp us uyers Treasury procurement regional of- shortwaved overseas. Broadcast} lications and music journals will 
fices, and get acquainted with the rights ie A — — the pi i a — —_ 
18,1 ‘ Pe personnel.” “Sales will be to reg- American wn Tennis Associa-| distribution to dealers will have 
— Will Lean Heavily ular dealers, through normal C-P-P Promotes Straka tion. imprint space. 
18,95, Trade P d trade channels, in amounts and| J. A. Straka, assistant to E. H. 
on irage Fress an prices and at a time when normal | Little, president of Colgate-Palm- Wood toC 
ry Tra de Associ ations trade distribution and markets |olive-Peet Company, Jersey City, ood to Carter, Jones | 
18,66) will be widely disrupted,” the bul-| has been elected vice-president to} Jasper L. Wood, formerly with pA | a 
4,449 letin promised. work with the soap, toilet article 
in] Washington, June 15.—Treasury| The bulletin in addition urged 


the research department of the GRANGERS are BUYERS 
: and industrial sales and advertis-| Cleveland Plain Dealer, has joined 
18,383 procurement surplus property| potential buyers to get on the 


: Sell 72,000 alert Grange fara eho 
C er 7 ing departments. With C-P-P| the copy staff of Carter, Jones & fornia, Oregon, Wasnirny gro 

salesmen will depend heavily on| mailing list of the regional office,| since 1924, Mr. Straka was at one| Taylor, South Bend, Ind. He was one campaign 
inn direct mail and a well organized | asserting that “prices will, be fair 


oe 
i ' GE FARM GROUP 
+3 : time general manager of the com-|recently honorably discharged a PACIFIC GRAN Francisco 
19 {trade press publicity bureau in/|to both the government and cus-|pany’s business in Poland, and|from the American Field Service, 
20% their efforts to market billions of 
| , ) 


J, Wm. Hastie, NewYork, 
' tomer.” In disposing of goods, | later general manager of its Kirk-|in which he served as an ambu- FF puncanA. Scott, Pacific Coast on 
49.97) [dollars of consumer goods which] procurement promised that it|man division. lance driver. — 
- 19'9n|the bureau will handle during the 
next few months. 
: a Though use of paid advertising 
—"®)'; a likelihood when large sur- 
15,16 |pluses pile up, during the coming 
- $22,993 nonths the agency has decided to 
trade on the news value of its of- 
ferings, and the lust of dealers 
1308 throughout the country for mer- 
044 ° 
; 21/399 |chandise. 


Advertising 
P . Dayi odin. | ertising Company 
Working under direction of Ern- smith & Ross, Inc. Mitchell-Faust re Company 
} 3,179 j j Fuller & ‘Agency Raymond R. » ine 
O14 (eS L. Olrich, president of Mun- ertising Ageney Gandy aerate s Company Morse International, The. sates 
| “*““|singwear, who is serving as assist- sme ag Business Agency Garde arston, Ine. Howard H hay & Nichols, Ine. 
- 56,672 lant to the Secretary of the Treas- he Aitkin-Kynett Company er-Cornell & Newell, Inc. Mumm idney Noble, Advert . 
: Reynolds, Inc. ov Gittins, Advertising Albert Advertising Agency, 
ury, procurement has already Allen vor Advertising Agency Bert 8. Gititising, 10 O'Callaghan Ay ertsing 
- 40.943 started to compile lists of trade Applegate Advertising | rN ore Phil Gordon, Agency, as, te Perle & Pavan & Lask, 1. 
and business papers, and of poten- John Falkner yer, Ine. Gotham Adver*tates Perrin-Paus ComPary oany 
i i Atherton & Currier, Graves & Ass Agency Picard Advertising 
tial customers for its wares. Harry Atkinson, Inc. Ine. The Grey Advertising Agsry The Pierce Advertising 
| 16236) Two bulletins have been sent Aubrey, Moore See Griswold-Eshietn . Pitluk Advertising Company 
7 ee ee Tn §,6, Baer Com agency Genter Brad ng. Agency pollen Ader & Holden 
ness papers, inviting them to sub- A. N. Baker, Advertising ah oo Advertising Company Potts-Turnbull f Presba, Ine. 
mit their press deadlines so that Fed ee Garton, Durstine & Osborn, Ine. Hare H, Hartman Company — Tr Ramsey Advertising Agency 
; 99,696 |releases can be timed for their con- Beaumont & Hohman, Ine. Harvey-Massengare ald, Ine. Ratcliffe Advertising Agr 
veniences, and the other to manu- ——¥ jtcetten, Line. Henri. Hponnell Advertising, Inc. Chas. A, Rawson eh Company om 
- n os SOn~ . Ss ~ , . 
| 27,656 lfacturers, wholesalers and retailers Frank Best & Concany. Ly rporation Houck & Company any. tne. eincke-Bilis- Youngerees & 
; 336% [who are expected to be among the Charles Blum Actor. Advertising Agency Chas. Vis mphrey Company The Ridgway Crs, Ine. 
bidders. : | es wand Solomont Hi iard Jacobs, Agency, Inc. Roberts wintams & Cunnyngham, Inc. 
5 «21,450 Bruce B. Brewer & ag Ine Jacobs List, Agen ae Agency oes & Smith : 
oe Many Lists Used Brook, oa. jy ag j Shir ; Jones AtyvertisiNg Agency Herbert Roger ene. 
' nd ‘ . D. P. Brothe Company yee §. Kane Company Ruthraufl & Bye vortising 

The trade press mailing list will C. Franklin Brovertising AGEN ny Charles ekatz Company Walker Sauce Mortz & Associates 
be divided into 22 basic fields of E. thanan-Thomas Advertising Compan enry J. Kaufman, Adve Harel M. Seeds Company | oo 
trade, encompassing all of the 82 The Buchen Company |. Keeling & Comper’ Company Shamter-Brennan-Margito, 8 ne. 

4 Burnett Company, 2 The Keelor : , quick & Meer 
types of goods which have been ; Campbell-Ewald Company ig Company Kenyon & Bekhard Nore, Ine. Sheldors epard Advertising. 
entrusted to procurement as “‘con- Campbell-Sanford Ketchum, vcewetter Advertising Agency, "It Sherman & Marin ds, Inc 
_____ |sumer goods.” Typical groups are: Cary Aner Tne BM. Ker ergm-Dunlap Assoelates, 10 Simmonds & SIe"Aaron Sussman, TM 
° : . 3 ‘ole ’ ° a ates nklin * le 
hardware and hardware items; 1 Compton Advertise, Ine peo Sater Ine. in Stoekton-West-Burer oy 
Sie ; Conner ~ isin, $ - 

trucks, parts and bodies; packaged ’ whe \Cramer-Krasselt Company Bergen LaGrance, Adverts . Swevalter ‘Thompson Company 
drugs, and packaged chemicals. , Critchfield & Company. Tne. Lake-Spiro ori apany Ralph Timmons, Inc. 

In addition to the trade pre ’ D'Arcy Advertising Comps Jas. G. Lame ison, Advertising arthur Towell, Ine, 

n 1 ie press Jimm Daugherty, Ine. sing Agency Leighton & ow 7 fee. Tower Advertising Agen 

mailing list, the agency will have q Tra E. DeJernett Advert ng —_ & Miising Company mracy-Locke Comte en Twiss 
a trade association mailing list, ‘ wae ogy The SA. Levyne Company The House Advertising, ne. 
broken down by products nation- j sherman le Go Te Ug, Stay Vanetrt AE oy, te 

i a | Advertising, ° nds ney , Sant, Du te " 
ally, regionally and by states. It - | Wasey & Company, INC. 16 Coast Longhorn Advertising he ae. Wade Advertising Agency, Lol ‘ae. 
will have another list of Washing- i” Erwin, Wasey & Co., ans. aad Mace Advertise ard & Company Waynesboro Advertising ites 
ton representatives who will be — we. sty ean Ine. f Mach taeFariand Publicity Service Luther Wearperg Advertising Company 
served with notices of forthcom- 2 Eiteral Advertising Agency, Tne. MacManus, Joh — woes & COMPREY ney, Tne 
ing sales. Z Courtland D. Ferguson, *i- Martin ‘Inc Western Advertisin . 
. :-Hanly Company j. M. Mathes, 4ne- veston-Barnett, Inc. 

The length of time that such 4 Fer advertising, Ine. Maxon, IN; ane, Westnck a Miller, Ine. agency, Ine. 
warnings shall be issued previous aa Foltz-Wessinge, tte Inc. MeCarrcord Company, INC. N. A. Winter Advet Goold, Ine. 
to a sale is not determined, but a Foote Wilkinson-Schiwetz, Ine. McKee & Albright. Ine, eaten = Le ‘Wright Company, Ine. 
the mailing lists have been or- Franklin Artis ng cy. Ine. Charles Me pewsmith, Ine. Young & ubleayr a 
ganized to provide prompt dis- Frizzell , ve Miller Ageney Company ——_—- 
tribution of information in the €: L. Miller Company, #0. 

) desired areas. - 
a Direct Contact Stressed -s 7 
| Since most of the early sales are 
e- expected to involve relatively 
small quantities, use of regional 
1€ : ’ ao 
and state lists of trade associations, 
W. papers and potential buyers will 
vd of considerable importance. 


Heavy emphasis will be placed on 
direct contacts with potential buy- 
‘fs, particularly on friendly rela- 


If. tionships between consumers and 
ip towns 
ed. ala : 
k, E A LE R THESE ADVERTISING AGENCIES have placed It will pay you to place your advertising “in 
D schedules of commercial advertising in The Progres- neighborly touch’ with your prosperous Southern 
INFLUENCE sive Farmer to date in 1944. More Southerners will customers. 
” see their clients’ advertisements in The Progressive 
he : Farmer than in any other publication. 
Advertising regularly in the ‘ ‘ 
Sunday Courier Express is the These agencies are alert to three important facts: 
7 to maintain your dealer (1) the South showed a 70.6% per-capita increase in 
ve so dag sang hg ng a income for the period 1939-1942; (2) the South is 
reading day for dealers. ' 65.5% rural; (3) The Progressive Farmer is the 
Write for map showing territory, South’s leading magazine. 
population, coverage. Through its five separate localized editions, The “ ; = 
[- { 0llC Progressive Farmer is edited “in neighborly touch” beets i 
COURIER. with the Rural South. It offers coverage to fit your Advertising Offices: siRMINGHAM, RALEIGH 
Southern market...South-wide coverage, or separate- MEMPHIS, DALLAS, NEW YORK, CHICAGO 
; . xX p R F S q edition coverage of each of five sections of the South. Pacific Coast: Edward S. Townsend Co., San Francisco, Los Angeles 
Only ee rs Sunday os 
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AGE. 


The 1944 


encourages use. 


its value to advertisers by 12! 


SIDI 


directory of 
manufacturers 


The only chain store merchandise 
directory. Tells Variety (5¢-$5) and 
General Merchandise chains 
where to buy more than 3,000 sep- 
arate items. Includes over 8,000 
manufacturers of chain store mer- 
chandise. More than 25,000 indi- 
vidual listings. Products and 
manufacturers classified in con- 
cise, easily accessible form that 


And — all-year reference use multiplies 


CHAIN STORE AGE 


185 Madison Avenue, New York 16, N. Y. 
612 No. Michigan Avenue, Chicago 11, ILL. 


~ gg wenn weR 


Variety Store Executives Edition. 


at one low rate. : 


al 
Total Circulation: 14,000 


Out August Ist 


A special section of the General Merchandise- 


Your advertisement in this edition will also appear 
in the Variety Store Managers’ Edition—two books 


Industry Promised 
Quick Information 
on Military Needs 


Byrnes Says X-Day 
Will Not Catch 
Government Napping 


Washington, June 15.—With an 
allied toehold safely established on 
the continent, WPB and the armed 
forces turned in earnest to the 
problems of demobilization this 
week, with a plan to provide in- 
dustry with detailed information 
about future war production, so 
that manufacturers will be able to 
make their own “X-day” plans. 


Under instructions from War 
Mobilizer James F. Byrnes, the 
Army has already determined the 
effect that the surrender of Ger- 
many will have on its supply pro- 
gram, and it will soon advise its 
contractors on the amount of re- 
duction in their orders to expect 
at that time. 


Moreover, Mr. Byrnes has or- 
dered the armed services to submit 
all their future cutback plans for 
the approval of the new WPB pro- 
duction executive committee, so 
that agency will be in a position 
to know the amount of plant ca- 
pacity available for shift to civil- 
ian production. 


Information Available 


Testifying before the Senate 
military affairs committee Mon- 
day, Mr. Byrnes said contractors 
will be provided with information 
so that they “can plan today for X- 
day and their own reconversion 
problems.” He said the object of 
all preparations is to “release in- 
dustry and let industry take care 
of itself.” 

For the immediate future, of- 
ficials expect only a continuation 
of the present situation in which 
small production programs are 
authorized for essential civilian 
goods, but WPB is now planning 
on at least a 50% decline in war 
production once the Nazis have 
been beaten. 

The Army’s tables for cutbacks 
on X-Day, which are broken down 
by regions, states and major 
cities, are already in WPB’s hands. 
Needless to say they call for sub- 
stantial reductions in practically 
all categories of production. 

WPB’s role in reconversion will 
be of great importance, Mr. Byrnes 
pointed out, for that agency will 
have to provide ex-war contrac- 
tors with materials for their new 
civilian products. Acting to clear 
as many obstacles as possible from 
prompt reconversion, WPB pre- 
pared to move today to authorize 
manufacturers to order their post- 
war machine tools now. Machine 
tool makers will be permitted to 
fill these orders whenever plant 
capacity is available. 


No Blueprint Possible 


There will be no blueprint for 
reconversion, Mr. Byrnes said, but 
by the time the termination tele- 
grams go out, WPB will have com- 
plete information about the cut- 
backs, and will be in a position to 
release manufacturers from war- 
time restrictions as promptly as 
possible. 

During the next few weeks or 


LOOK IT UP in 
the MARKET DATA BOOK! 


* 

CONSUMER MARKETS EDITION 
* 

BUSINESS PUBLICATIONS EDITION 


Advertising Age, June 19, 19qmmmaver™s* 


MAY SALES OF CHAIN STORES Kout! 
Ma . % Gain ~—lst5 Months—, % Gay “a 
“1944 "1943 orloss “1944 1943 "or Loul Dy bli 
——May—_ % Gain ——Ist5 Months—~, % Gein 
1944 1943 or Loss 1944 1943 OF Log 
Food Chains nes 
|” SRR ero $ 4,380,203 $ 3,944,711 +11.0 $ 20,773,038 $ 20,552,199 
Kroger Groc. & Bak. Co..... 34,676,291 31,947,647 +8.5 166,586,712 161,998,643 Washin 
Meier Tae ...:0c+.es2tccs 7786124 7,229,568 + +7.7 37,630,401 135:567,570 “ 
tos. ch shakes 52,208,469 44,026,960 +18.6 243,087, ‘427, sean 
ne rere $ 99,051,087 $ 87,148,886 -+1.4 $468,077,794 $437,545,412 407 Poop, 
Mail Order 
cadences 81,810,333 $ 66,746,068 +22.6 $296,007,928 $264,267,874 +129 
Ma mete — Sr neces th . 2'940:033 1,285,704 +128.7 12,999,256 12,717,676 429 
*Montgomery Ward ........ 50'160,388 54,098,702 —7.3 189,306,068 208,390,486 9) 
Group Tole! ..........0006 $134,910,754 $122,130,474 +1.0 $498,313,252 $485,376,036 493 
Drug Chains 
de beanie 932,727 $ 864,923 +7.8 $ 7,474,334 $ 6,869,408 +95 
el pie Gee ’ 9579-791 9,252,873 +3.5 47,637,728 44,579,620 +49 
Group Total ...........005 $ 10,512,518 $ 10,117,796 +40.4 $55,112,062 $ 51,449,028 499 
Variety and Miscellaneous 
ROT 4,389,733 $ 3,468,794 +26.5 $ 19,836,231 $ 18,575,422 +465 
ee REE IE ’ 7'588'849 6.485.958 +17.0 38,373,784 34,996,529 495 
Consolidated Retail Stores.. 1,681,383 1,278,963 +31.5 8,613,207 are +14 
oi... hed adade 4339788 «2.991.787 +45.1 17,940,932 17,110,278 449 
eM WR. sy iasccnnnas 552.542 534925 +3.3 2.160.519 2,259,666 —34 
PM cc ssiacessa ake 14,370:291 13,559,225 +6.0 59,559,467 59,166,797 497 
SM ee vase eses 5'344.372 5,185,227 +3.1 19,776,753 19,159,174 40 
ve cet centva’ 16'889:599 15,622,858 +8.1 78,980,622 74,553,654 +459 
. =e 7,674,689 6,186,470 +24.1 26,487,469 24,614,612 +74 
SE. ced landenennsatisss 5\733,377 5,191,693 +10.4 25,204,541 24,979,853 +409 
*McLellan Stores ........... 3194493 2.938.535 48.7 11,460,752 10,697,433 47) 
Melville Shoe Corp.......... 3'212674 3.285.496 + —2.2 14,429,320 15,829,570 83 
Murphy, G. C......0c.ceeees 7'570,072 6,845,147 +104 31,857 456 30,984,956 ti! 
eee ER ec aneaesen (099,510 864, k 340, 004, 
oo es Pea aa ee 43°301'295 38:568.599 +17.4 188,372,862 177,324,308 +42 
1 ally ea 3'832:000 4,032,000 —5.0 15,554,000 16,980,000 —a4 
Woolworth, F. W.......-..+ 36,050,789 34,858,574 +3.4 168,762,864 165,682,112 +18 
a re $70,825,456 $153,898,578 +1.! $740,720,135 $713,940,530 +404 
Combined Total .......... $415,299,815 $373,295,734 +1.1$1,762,223,243$1 688,311,006 +04 


| 
| 


Eight month period. 
*Four month period. 


hile the offensive gains | lization office; unemployment com- 
en in Europe, officials ex-| pensation, and revised tax struc- 
pect to face their most difficult ture to promote expanding pro- 
production problems, for it is| duction and consumption. 
widely felt that much = the be 
ime productive capacity must be 
ee a a stand-by condition until Mack Names Gravenson 
European victory is assured. Many Ted Gravenson, formerly vice- 
adjustments in programs are in-| president and art director of 
evitable, officials say, as certain| Doyle, Kitchen & McCormick, Inc, 
weapons are discarded on the basis| New York, has joined Norman A. 
of battle experience, but in most| Mack & Co. as vice-president and 
cases, contractors will receive ad-/ director of its industrial division 
ditional war work. and postwar planning. 

As war work tapers off, officials 
expect to authorize a number of 
programs for essential civilian 
goods, prepared by the Office of 
Civilian Requirements. In addi- 
tion to scheduling items in the 
order of their shortage, OCR has 
considered the problems of dis- 
tribution during shortage periods. 

Mr. Byrnes expressed embar- 
rassment over the Brewster cut- 
back, but said that the armed 
forces have done a great job in 
planning. “We are not unpre- 
pared for peace,” he declared. 

At the same time, the Senate 
postwar committee issued a 16- 
point report, calling for, among 
other things, an over-all demobi- 
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of the Masses 


The Merchandiser reaches 
16,394 Key people 
in 8,300 stores 


(largest audited circulation in the 
field) 


Don’t Overlook This Tremendous Market in You 
POST-WAR PLANS! we 
Write for 6 pt. Fact Folder..-§ | 


Merchandising procedures, market inte @ 1// 
pretation, collateral service, etc. 
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mee) «SYNDICATE STORE MERCHANDISER § § 
i 79 Madison Ave., New York 16, N. Y. 


f CHICAGO LOS ANGELES . 
atLANTA cw 
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Largest Audited Circulation in the WE 


“5 & 10° Market 


5c to $1.00 & up Variety Store Field ° 
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Kouthern Urges 

“SSpyblic Against 
nessential Trips 


To Sain 
Or Log 
+1, f 
3 428f washington, June 15.—As its 
0 stinare in discouraging civilians 
+104 : 
— ‘{fom unnecessary travel this sum- 
2 40ifher, Southern Railway System 
yring June will run 70 and 44- 


7% 
22 
% oh 


yeery 


44 | “My boy is home again!” 


The weer capacity ei bee cra! time for pas 
-_ 


41.1 
ti 
+28 
426 
+62 
—ie z 
- i SOUTHERN RAILWAY SYSTEM 
39 404 | TT 
06 404 ’ 
- ads in 400 daily and weekly 
n-line newspapers. 
Because about half of the large 
jlitary training camps are lo- 
nt com- fled in its territory, Southern 
- struc- pore than has its cars full 
1g pro- dling essential travel, and 
erefore urges in this new cam- 
i “Please don’t ride on a 
uthern Railway train this sum- 
nson r unless your trip is absolutely 
y vice- sential.” 
‘tor of | Signed by Ernest E. Norris, com- 
ok. Inc, Pay President, the ads show a 
man A. pother embracing her soldier son 
ent and #8 he comes home on furlough. 
division pen-and-ink illustrations are 


y Frank Godwin. Agency is 
ewell- Emmett Company, New 


Washington, June 14.—ODT will 
k to use the advertising of local 
usiness houses this summer to 
romote “At Home” vacations, in 
rder to reduce traffic on railroads 


ions in ‘the two great theaters of 


ar, 
Keyed particularly to the Euro- 
an campaign, the vacation “At 


fas knd members of the armed forces, 
nd to move wounded soldiers to 


Mayors, headed by New York’s 
Mayor LaGuardia, and will depend 
n efforts of local committees set 
Pp by the mayors. 
Each city has been urged to 
evelop an attractive recreation 
nd sightseeing program to inter- 
st its residents in avoiding travel 
uring their vacations. ODT ex- 
ects that each local effort will 
ive active support of local 
usiness men, department stores, 
pecialty shops, commercial enter- 


tainment and recreation centers. 
Admitting that “extra hours in 
the garden do not spell rest, 
change, relaxation,” ODT is asking 
the mayors to publicize local his- 
torical sites, recreation areas, and 
means of entertainment. News- 
papers, radio, street car cards, out- 
door and store window displays 
are suggested media for messages. 
ODT said it had decided against 
rationing of transportation be- 
cause of the difficulties involved. 
“In calling for this cooperation,” 
Col. Monroe Johnson, ODT di- 
rector, explained: “ODT is adher- 
ing to its belief that voluntary 
cooperation can solve transporta- 
tion problems, and will solve them 
if the plain facts are presented 
simply, completely and forcibly to 
the American people.” 

The campaign is the first ODT 
effort since the appointment of 
Charles Prins as director of infor- 
mation, and elevation of the infor- 
mation post to an operational office 
of the agency. 


Leveque to Ayer 
Joseph T. Leveque has joined 
the plans - merchandising depart- 
ment of N. W. Ayer & Son. 


Herman S. Hettinger 


Joins Crowell-Collier 


Herman S. Hettinger, formerly 
deputy director of the domestic 
branch of the Office of War Infor- 
mation, has 
been appointed 
director of the 
editorial exten- 
sion department 
of Crowell-Col- 
lier Publishing 
Company, New 
York. 

Mr. Hettinger, 
who has had 
varied experi- 
ence in market- 
ing, advertising 
and economics, 
was previously professor of adver- 
tising and marketing at the Whar- 
ton School of Finance and Com- 
merce, University of Pennsylvania. 
He has also served as research 
director of the National Associa- 
tion of Broadcasters. His most 
recent work at the OWI was cam- 
paign manager for the War Ad- 
vertising Council in the govern- 
ment’s economic stabilization cam- 


H. S. Hettinger 


‘| paign. 


New Excise Taxes 
Deteat Own Goal, 
Small Stores Say 


New York, June 14.—The new 
20% excise taxes are having a 


| \“bad effect on sales” of luxury 


items, and in some cases the levies 
actually defeat their own purposes 
through the resultant reduced re- 
turns, member stores in the Bu- 
reau of Smaller Stores of the Na- 
tional Retail Dry Goods Associa- 
tion have reported in a _ recent 
questionnaire. 


Handbags are the “hardest hit,” |= .< 


the stores say, with fur and fur- 
lined articles next in line, jewelry 
and luggage about equally affected 
and cosmetics and toilet prepara- 
tions the least vulnerable. To com- 
bat this adverse sales trend, some 
stores are marking down “ersatz” 
value bags. 

As further emphasis on the gen- 
eral feeling of opposition to the 
taxes, one store reported that the 
government received only $25 in 
taxes for April under the new 
system, as compared to $400 for 


_% 
51 


the same month last year. 

William Shear of Shear’s De- 
partment Store, Evansville, Ind., is 
chairman of the bureau. 


W. A. Hewson Elected 


William A. Hewson, sales man- 
ager of A. Hewson & Son, Grims- 
by, Ont., has been elected presi- 
dent of the Advertising and Sales 
Club of Hamilton, Ont. 
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Maw companies find strong advertising value in books 


Nehi Beverage ‘Co., 
George Silver 
President 


MORE THAN 
(300,000 — 
SOUTHERN — 
“CALIFORNI 


CIRCULATION 


Have you a copy of the ATF Red Book 
of Types? If not, send for one on your 
letterhead. Also, single page showings 
including complete alphabets of the 
following and other ATF type faces. 


HUXLEY VERTICAL 


Lydian Cursive 
BALLOON EXTRA BOLD 
Baskerville Roman 
Spartan Medium 


This advertisement is set in Garamond, Garamond 
Bold, and Spartan Black. 


that identify private enterprise with national development. Two ex- 
amples are shown, both designed and printed by Wm.E.Rudge’sSons. 


The New York Trust Company for years has used the Statue of Liberty 
as its symbol. So this story of the creation of the famous monument 
is keyed to both popular interest and effective promotion. For cover 
and title page, ATF Garamond was chosen to express the nobility, 
simplicity, and beauty of the subject. 


In “The Colorful Years,” Devoe & Raynolds Co. tells the tale of its 
life in terms of the growth of this country. No finer selection of types 
could be found than the ATF Caslon 471 used for the background of 
the cover, and Bulmer Roman for the title plate. 


Works of such permanent character demand presentation in types 
as sound indesign as they are rich in expressiveness. For “bookver- 
tising,” ATF types offer designers the widest possible range of 
distinguished and distinctive faces. 


American Type Founders 


200 ELMORA AVENUE + ELIZABETH B+ NEW JERSEY 
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“Positions Wanted 
tatives Available,” 
cash with order. 
% in., $3.50; 1 to 3 


The Advertising Market Place 


The rates for this Gepartmnent are as follows: “Help Wanted,” 

epresentatives Wanted,” 

"50 cents a line, minimum ‘charge $2. 

All other classifications (single insertion rates) : 
in., $6.50 per inch. 


and “Represen- 
Terms 


HELP WANTED 


HELP WANTED 


ART DIRECTOR — Large southern 
manufacturer, essential industry, has 
permanent position for experienced 
art director in advertising dept. Lay- 
outs for national and trade paper 
ads, direct mail, newspaper ads, cat- 
alogs, displays. Very little, if any, 
finished work required. One of lead- 
in advertisers in industry, with 
well known product sold throughout 
U. S. Good opportunity, good salary 
for right man. Give age, experience, 
approximate salary requirements. 
Write today. 

Box 4872, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


PROMOTION: National magazine 
wants man to handle general promo- 
tion. Experience is helpful; imagi- 
nation is essential. Salary to $7,000. 
Give complete details. 
Box 4873, ADVERTISING AGE 
100 BE. Ohio St., Chicago 11, Ill. 


REPRESENTATIVE 
For one of the oldest and best 
Known technical radio and elec- 
tronic publications (ABC). A splen- 
did orportunity both now and after 
the war in a fast expanding elec- 
tronic market. New England and Pa- 
cific Coast territories open for ex. 
perienced space salesmen. Commis- 
sion basis. Strong cooperation. 
Box 4861, ADVERTISING AGE. 

330 W. 42nd St., New York 18, N. 


ADVERTISING AND SALES aio 
MOTION MAN for small, progressive, 
fast growing manufacturer of elec- 
trical products with practically un- 
touched industrial and consumer op- 
portunities. Unusual post-war oppor- 
— Expansion program under- 

way. Prefer man under 40 to grow 


with the business. Should have 
merchandising and selling expe- 
rience, preferably in the electrical 


appliance field. Man selected will 
have plenty of elbow room to write 
his own ticket. Write fully, giving 
age, education, experience, draft 
status, ete. Confidence respected. 
Box 4871, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
ADVERTISING, PUBLISHING 
SALES AND MERCHANDISING 
POSITIONS 
FRED MASTERSON 
SINCLAIR-MASTERSON 


CREATIVE LAYOUT MAN to do vis- 
uals and finished layout for news- 
paper ads, booklets, posters, etc. 
Should know printing, typography 
and engraving requirements; be ca- 
pable of following jobs through 
all stages of production. Permanent 
ot with one of largest companies 
n the Middle West. Please give age, 
draft status, experience, present sal- 


ary. Applications will be held in 
confidence. 
Box 4858, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Ill. 


STORE MANAGER. High grade man 
to take over management of one of 
the finest liquor stores in Chicago. 
Full responsibility and commensu- 
rate opportunity and salary. You can 
use your own merchandising ideas, 
and really build a future for your- 


self 
ADVERTISING AGE 


Box 4867, 
100 B. Ohio St., Chicago 11, Ill. 


SALESMAN TO SELL ADVERTIS- 
ING NOVELTIES, Calendars. Com- 
plete line. Compact sample outfit. 
Liberal Commissions, WEINMAN 
BROTHERS, Est. 1919. 325 N. Wells, 
Chicago. 


George Williams 
COMMERCIAL PERSONNEL 
Advertising & Publishing Positions 
209 S. State St. a Chicago, Ill. 


MAN WANTED by established ag- 
gressive Northern Indiana manufac- 
turer. Must be experienced in writ- 
ing sales letters, dealer bulletins and 
publicity and in preparing sales pro- 
motion materials. Facility in crea- 
tive writing essential—experience in 
automotive field preferred. Good 
starting salary with attractive fu- 
ture for right man. Send small photo 
with application. 

Box 4874. ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
MAUDE LENNOX 
SPECIALISTS 
Advertising & Sales Personnel 
630 Fifth Avenue New York, N. Y 


POSITIONS WANTED 


BUSINESS OPPORTUNITY 


WANTED TO EXCHANGE for full- 
time Copy and Contact assignment 
in strong Chicago advertising 
agency: 


Trained, seasoned and bold mind- 
power, finely adjusted. The physical 
package? American, 47, 6 ft., 205 
lbs., husky, “personable”; amenable, 
but get results. 


Lagniappe: Own tested advertising- 
selling plan applicable financial field 
nation-wide; should bring attractive 
billing quickly. 


Chicago is home, now employed. 
Compensation? Reasonable against 
results. 


Box 4870, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


PUBLISHERS REP. in Chicago is in- 
terested in representing trade or 
class publication. 
Box 4865, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, IIl. 


DO YOU WANT 

an adv. man of executive caliber or 
a good space salesman? Background: 
11 years newspaper, 1 year trade 
mag., 1% year agency work. Now 
employed. College grad. Gentile. 
Agency, manufacturer, or publ. rep. 
wanting ageressive 36 year old | a 
with sound ideas. Salary $8,000 

Box 4875, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


MARKET RESEARCH DIRECTOR 
Well trained by 14 years of experi- 
ence in all phases of work. Thor- 
ough knowledge of survey proce- 
dures, source materials, sales analysis 
and market potentials. University 
teacher. At present Director of Re- 
search, leading management consult- 
ant organization. Age 36. Married. 
Draft exempt. 

Box 4876, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


NEED A MAN “IN CHARGE OF 
TOMORROW ?” 

Does your business suffer because 
you have to guess what the facts are 
when you decide policy and proce- 
dures? If so, you can plug that profit 
gap with a man who knows how to 
get facts, and what facts to get to 
avoid costly wrong guesses. I am 
equipped to do a real staff job for a 
man who knows that no man’s judg- 
ment is better than his information, 

Box 4857, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


REPRESENTATIVE AVAILABLE 


ADVERTISING - MERCHANDISING 
MAN, Part time. Experienced man 
with ideas to handle copy and mer- 
chandising for progressive retail 
chain in Chicago. Excellent long- 
pull opportunity. Needs about 2 days 


TRADE-PAPER 
SPACE SALESMAN 
offers wide industrial and trade sell- 
ing experience in Eastern territory, 
operating from New York City to 
one or more publishers. Commission 


SUCCESSFUL PUBLISHER, inter- 
ested invest, services, capital, going 
Eastern, Trade paper or Agency 

Box 4864, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y 


MBS Billings Up 41.1% 


Mutual Broadcasting System’s 
gross billings for May totaled 
$1,525,000, a 41.1% increase over 
last May when the figure was $i,- 
080,797. Its cumulative gross bil- 
lings for the first five months‘ of 
this year were $8,373,778, a 74.4% 
increase over the comparative 1943 
period. 


Advertising Age, June 19, Tm 


Duguid Named Presiden 


W. H. Duguid, assistant gener 
manager of the Jacksonville ¢ 
Company, has been chosen preg! 
dent of the Advertising Clubs 
Jacksonville, Fla. Also elected 
were: William A. Dunlap, oan 
tary, and Marshall T. Respe 
treasurer. 


White Joins Stanfield 


G. J. White, formerly with Lo 
& Thomas and Spitzer & Mills jg} draft is 
Toronto, has joined Harold piservice 
Stanfield Ltd., Montreal, as an a. governm™ 
count executive. ated in 
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RB IMPOSING group ob Rudbeetpl advertising executives 
and advertising agericies find this a lucky number. Iten. 
ables them to usea service consisting ofad-setting, engraving, 
and printing—all umderone roof. ‘Specially trained men are 
always on their toés to serve you so well that you will come 
back again. We-can lighten your burdens=and at the same 
time produce better and more profitable prihting for you— 
at a saving of times trouble and money, Phone Whitehall 2300 


FAITHORN 


CORPORATIONS 


AD-SETTING + ENGRAVING + PRINTING 
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PERSONNEL a week now, more later. basis. Highest references. 400 N. RUSH STREET, CHICAGO iW e WHITEHALL 2300 
310 S. MICHIGAN, CHICAGO Box 4866, ADVERTISING AGE Box 4862, ADVERTISING AGE ; 
20 YRS. ADV. EXPERIENCE 100 E. Ohio St., Chicago 11, Il. 330 W. 42nd St., New York 18, N. Y 
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THE 


ST. PAUL 


ernment workers. 


handles more than 37 million 
in postal savings yearly. 


17 stories high. 


in 1940 at cost of $540,090. 


FEDERAL BUILDING 


Occupied by more than 2,000 gov- 


Contains offices of Veterans’ Bureau, 


Dept. of Commerce Radio Division, 
Interstate Commerce Division, Dept. 
of Agriculture, Dept. of Interior, 
Dept. of Justice, Dept. of Labor, 
Dept. of War, Dept. of Navy, Treas- \ 
ury Dept. and Post Office. 
Post Office is most modern in U. S. 
annual payroll nearly 10 million 
dollars. Central accounting office 


Building occupies one square block. 


Completed in 1934. Cost of building 
and site, $3,250,000. 4 floors added 


dollars 


RIDDER-JOHNS, INC. 


National Representatives 


f . NEW YORK CHICAGO 
f 342 Madison Ave. Wrigley Bldg. * 
DETROIT ST. PAUL 
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Newspapers Get 
Immediate Action 
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‘eedfear Effect of 


os WMC Job Plan on 
“Help Wanted Ads 


vith Lo (Continued from Page 1) 

Mills jidraft is the National Selective 

|service adopted by the Canadian 
AS an ac.J government and, while it is oper- 
ated in a fairly effective way in 
Canada, past experience in the 
United States shows that it will be 
difficult to place such a plan in 
pperation here. 

“No doubt some of the blame 
should be placed on the leading 
newspapers throughout the coun- 
try for their delay in solving the 
problem of the allocation of help 
to the war industry,” he admitted, 
warning, however, that “great 
difficulties confront us classified 
advertising managers, both now 
and in the postwar period.” 

Cooperation of classified man- 
agers throughout the country in 
enlisting manpower for industry 
was praised by WMC Commis- 
sioner Paul V. McNutt in a letter 
sent the association. 

“When the war ends and the 
present seller’s market reverts to 


come a buyer’s market it will be neces- 
ysame jsry for us to sell or sink,” said 

Harvey R. Young, advertising 
you— fiirector, Columbus Dispatch, in 
1 2300 urging the importance of training 


sales staffs now. Wondering if in- 
creased classified linage during the 
war has “caused salesmen to coast 
too much,” Mr. Young asserted 
that if this is true, “it is time for 
us to do some serious thinking as 
to how we can better train our- 
selves and our staffs to sell better, 
to sell more, and with more cer- 
fainty.” 


Urges Tie-Up 


Henry W. Manz, Cincinnati Post, 
president of the National Adver- 
tising Executives Association, sug- 
gested that that organization be- 
come a member of the classified 


WHEN 100,000 DIESELS 
ENTER SERVICE 


The Diese] market is divided 
and subdivided several times, each 
subdivision representing a part of 
the entire Diesel market. 

To build the engine requires not 
alone the engineering and manu- 
facturing talents and facilities of 
the Diesel producers—the assist- 
ance of other manufacturers is 
needed, too. Crankshafts, preci- 
sion bearings, piston rings, fuel 
pumps, injection nozzles, valves, 
governors, gears, tachometers, py- 
rometers, gauges, safety alarms, 
packing and gaskets and many 
other parts and accessories are 
produced by firms who sell to 
Diese] manufacturers, existing in 
part or in whole upon the Diesel 


Chaler7 Pith 


To reach the Diesel market the 
best media is A.B.C. coverage, and 


af the only such coverage is offered 
a by our magazines, MOTORSHIP 
4 and DIESEL POWER & DIE- 


SEL TRANSPORTATION. This 
1s blanket coverage in much larger 
Volume than can be obtained else- 
where. The combination rates for 
this blanket coverage is offered at 
extremely attractive prices. 


DIESEL 


PUBLICATIONS, INC. 
192 LEXINGTON AVENUE 
NEW YORK 16, N.Y. 


managers’ group and the latter a 
member of the NAEA. 

Howard Parish, of Parish & 
Phillips, pleaded for conservation 
in the use of paper and argued 
against any reduction in the dis- 
tribution of classified pages. 

A notable increase in classified 
advertising after the war was fore- 
seen by Kenneth Flood, San Diego 
Tribune-Sun and Union, who said 
this expansion may serve to ease 
the “delicate situation” arising in 
some newspaper offices when re- 
turning service men demand their 
old jobs which have been filled 
acceptably by women in their 
absence. 


Rate Increases Suggested 


Classified rates, in many in- 
stances, can be increased, said 
Charles W. Horn, Los Angeles 
Examiner, who asserted that vol- 
ume too often is reached at the 
sacrifice of profit. He added that 
in spite of the vast amount of 
advertising rejected from classified 
columns as unfit, many persons 
are still suspicious of the classified 
pages. He urged that a public 
relations program be given the 


immediate consideration of pub- 
lishers. 

Among other speakers were 
Charles T. Hardin, Columbus Dis- 
patch, retiring president of the 
association; Powderly, 
Rochester Democrat and Chron- 
icle; A. C. Johnson Sr., publisher 
of the Columbus Dispatch; Ralph 
D. Henderson, Columbus Citizen; 
Clyde Moore, Ohio State Journal; 
Harry E. Judges, Toronto Tele- 
gram; William H. Pickette, Cincin- 
nati Enquirer; and H. B. Stephens, 
New Orleans Times-Picayune and 
States. 


Elect O’Donnell President 


R. C. O’Donnell, Washington 
Post, was elected president of the 
association, Other officers named 
were: Lawrence Amundsen, 
Argus Leader, Sioux Falls,-S. D., 
1st vice-president; J. F. O’Connor, 
Pittsburgh Post-Gazette, 2nd vice- 
president; L. J. Cummings, Prov- 
ince, Vancouver, B. C., secretary; 
and Maxey Hewitt, Nashville Ban- 
ner and Tennesseean, treasurer. 
Named as directors were W. D. 
Sutherland, Toronto Star; Mr. Ste- 
phens; Mr. Ahrens, and J. T. Brat- 
tain, Journal, Portland, Ore. 


Sachs Named Ad Mar. 
of A. Stein & Co. 


James F. Sachs has been ap- 


53 
NNPA Names Merahn 


Lawrence W. Merahn, formerly 
promotion manager of the New 


pointed advertising manager of A.|*°T* Sun, has been appointed man- 


Stein & Co., Chicago. He has been 


associated with 
the company eS 
since 1931, and me 

has served as 
divisional sales 


manager __ since 
1940. 

Expanded ad- 
vertising pro- 
grams are 


planned for A. 
Stein & Co. 
products, in- 
cluding Paris 


J. F. Sachs 
garters, sus- 


penders and belts; and Hickory 
corsets and Perma-Lift brassieres. 


Barton to Biow 


Francis C. Barton Jr., formerly 


$55 


ager of the news bureau of the 
National Newspaper Promotion As- 
sociation. 


advertising and 
sales promotion 
man... wanted 


One of the leading manufac- 
turers in the fashion industry 


seeks an alert, experienced 
man to direct advertising and 
sales promotion to the corset 
and fabric trades. Retail store 
or agency production experi- 
ence helpful. Write full details, 


personnel manager of CBS, on 
June 19 joins the Biow Company 
as business manager of the radio 
division for both New York and 


HIRSHON-GARFIELD, INC, 
580 Fifth Ave., New York17,N.Y. 


Hollywood. 
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. PRODUCE and CONSERVE 
SHARE and PLAY SQUARE 
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In 1864 Admiral Farragut’s 
Union fleet attacked the Con- 
federate mine fields, fortsand [i 
warships that guarded Mobile 
Bay. One of the Union ships 
struck a mine and went down. 
Another signaled, “Torpedoes 
ahead!” Farragut did not fal- 
ter. Damn the torpedoes,” he 
shouted, “Full speed ahead!” 
And the fleet steamed on to 
Victory, bearing David Farra- 
gut to undying fame. 
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To paraphrase an old proverb, continuous non-stop advertising is the 
price of public favor. How true this is of the product that is sold 
through point-of-purchase displays! Once these reminders vanish from 
the scene, the product’ is soon forgotten. 


The threads of a lost business are seldom picked up where they were 
dropped — lost prestige is regained only by building through the years. 
That’s why it’s so important to keep your brand name alive throughout 
the war, by timely, effective point-of-purchase displays. 


ARVEY CORPORATION 


SERVING AMERICA’S ADVERTISERS SINCE 1905 
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Greig Gets Accounts 


Stamp Company, Spring Valley, 
J . N. Y., marking devices; Meyer & 

James A. Greig & Associates,|/Wenthe, Chicago, metal tokens; 
Chicago, has been named to handle} and Dorson Corporation, Chicago, 
the advertising of Consolidated | time stamps. 


Austin Gibson, for- 


copy and layout work. 


merly with the public relations de- 
partment of Pullman Standard Car 
Mfg. Company, Chicago, has joined 
the agency as an associate, doing 


Magazine Book 


To GIVE the mothers, fathers, wives 
and sweethearts of: Nebraska and south- 
western Iowa var news they really 
want, The Omaha World-Herald has a 
staff reporter in Europe. His assign- 
ment is to personally interview and to 
report home on the welfare, activities 
and ideas of Nebraska - southwestern 
Iowa boys, using their names and pic- 
tures. It’s a big undertaking, sure, but 
it’s typical of the lengths to which The 
World-Herald goes to give its readers 


the kind of reading they want. 


It’s another reason why The Omaha 
World-Herald has statewide coverage in 
Nebraska plus ten counties of. south- 
west Iowa. The tremendous reader i- 
terest of these reader services is what 


Publishers Keep 
Same Paper Quotas 


(Continued from Page 1) 
that the situation “was constantly 
changing,” and no one could pre- 
dict what demands would be made 
by the military until the European 
operation was further advanced. 
However, paper _ curtailments 
usually are applied equally to all 
graphic arts activities, so it could 
be assumed that Mr. Boeschen- 
stein’s prediction would apply to 
Magazines and newspapers as well 
as books. 


Shook Replacing Norman 


Donald G. Shook, who has 
been a special assistant to Mr. 
Boeschenstein, will become chief 
of the magazine and periodical 
section July 1, replacing Allen E. 
Norman, who resigned, the com- 
mittee was told. Mr. Shook had 
been with National Geographic 
Magazine here before joining WPB 
as a magazine consultant in Aug- 
ust, 1943. 

Mr. Norman’s retirement had 
been expected for many weeks. 
He had notified Arthur R. Trea- 
nor, director of the printing and 
publishing division, last April that 
his employer, Fawcett Publications, 
had asked him to return because 
of its manpower shortage. 

Roy E. Larson, chairman of the 
magazine industry pulpwood com- 
mittee, reported that 200,000 cords 


Advertising Age, June 19, 194 Advertisi' 
had been collected last winter; 

New England. He said that yape: 
more ambitious program would} | 
undertaken in the Southeag rou 


shortly. - 
Both the magazine and book j n Mi 
dustries approved the propo 
appeals standards. Since these hag] Chicago 
previously been adopted by thin waste 
newspaper industry meeting, rey sued at 
sion of the three limitation ordengjome 100 
to suit the demands of the Tyyfon men ' 
man committee is now assured, 5% of th 


Four Committees Named © 


onths \ 
The newspaper industry ap.pivision. 
pointed four committees at jj Under : 
recent meeting to thrash out thejatchie, C 
30-pound newsprint problem wind men 
Canadian manufacturers, and blisher: 
consider other special problems, ajided by 
committee of five will make ajife, cap’ 
study of the hardships of “thig»ppointed 
or small news content papers, syehpliection 
as tabloids and small town papers Regsior 
while a second committee of threppe Eves, 
will study the comparative redye.{erguson, 
tions in paper consumption pyphing Co 
smaller newspapers. ishop, Ce 
The group to meet the Cana.pt, McC 
dians includes 10 publishers ge.pnde Na 
lected with particular attention to} L. Sie 
their knowledge of production anqpbert  L 
printing. The fourth committee Pblishin 
consisting of five, is to study “pro.ptherfor 
gressive impoverishment” or ex.ioine, L 
cessive deterioration of the indj-/mé. . 
vidual status of a newspaper jn| Willian 
competitive fields, as an argumenth™s ma 
for ex-quota paLer. e proj 
The magazine industry askegfaste F 
the WPB compliance division toftlined — 
intensify efforts to prosecute wil].pecessfu 
ful violators of the order. In addj-pd colle 
tion to criminal action, the com-fhe nati 
mittee suggested that willful viola-piectivé 
tors be penalized three times aspease Of 
much paper as they use, and thatp/,000 t 
non-willful violators be required 


to pay back overdrawn quotas, bins C 


Alfred 


makes a space buyer's dream come true 
.»» in Nebraska: one medium, one cost 
coverage of a great urban-farm state 
market. The Omaha World-Herald be- 
longs on your list, Mr. Space Buyer. 


Is it there? 


Omaha World-Herald 
STATE COVERAGE 

is equaled by few 
papers in the nation 


MESRATEA 


Wanted: 


*A Second in Command’”’ 


A successful, financially strong, medium sized Chicago agenc 
is seeking a man who possesses latent qualifications that will 
fit him to ultimately become its operating head. 

The probationary period will depend entirely upon his honesty, 
conscientiousness and his ability to win the respect and earn 
the loyalty of the staff of the agency and its clients. 


The position, at the start, will carry no title other than “copy 
and contact”. 


To qualify, the man should be in his early forties. 

He should be able to show a commendable record in the agency 
business as a “shirt sleeve worker’ in planning, writing and 
directing campaigns for both general and industrial accounts. 
He should make a good appearance, have a pleasing personality 
and be in good health. 

It is not desired that he bring any business with him. How- 
ever, if he can show a record for handling accounts over a 
ey long period of time it will be regarded as a measure 
of his ability to retain business for the agency. 

His personal record will be thoroughly investigated. 


nag qoupupention he will receive will not be large but it will 
air. 
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i 
Blanketing = = a P As progress is made, he will share in the profits. | d te 
500 miles long, 200 miles wide When he has definitely proved himself, he will be permitted w 
to acquire a substantial self-liquidating interest in the owner- ar 
ship. Akro 
. This is oe unusual i sapecer a Pita offered a man Po 
Daily unday who feels he has not yet fully arrived. as 
195,776 196,319 5 d The Publisher of Apvertisinc Ace knows the reasons under- per ¢ 
Average for May, 1944 : lying the insertion of this advertisement and is thoroughly Fig 
3 y acquainted with this agency, its record and its management. Cleve 
National Representatives —. 
’ O'MARA & ORMSBEE o.2 an it 
New Yok Chicago Sts«etrot Box 4868 Advertising Age for 
c 
Los Angeles San Francisco 72 fc 
5 coun 
for I 
ee BLOW T) 
Ak 


while 


<2) ZOWIE!! PICKING THE) 
RIGHT PAPER IN SOME 


CITIES IS TOUGH, BUT- 


electing the Right Paper |” 


ls Simple in Schenectady 


CIRCULATION LEADER? The Gazette, 
in its history. 


we 
we 


as for generations. Highest circulation 


ADVERTISING LEADER? The Gazette, as usual. 842,402 lines ahead in 1943. 
Led all divisions as measured by Media Records. 
RESULTS? Ask your Schenectady outlet about the Gazette’s HABIT of out 


GAZETTE 


REYNOLDS-FITZGERALD INC., National Representatives 
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Paper Salvage 


uiGroups Set Up 


utheag 
ookintn Midwest 
TOPose] : 
ese hai] Chicago, June 15.—Instructions 
by thn waste paper collecting were 
Z, rey,psued at a meeting here today to 
1 Ordengome 100 advertising and circula- 
1e Try.pon men whose companies pledged 
sured $9% of their working time to vol- 
‘ Iteer work for the next three 
ned [onths with the WPB Salvage 
ry ap.pivision. ou 
at j,| Under supervision of John Mc- 
out the atchie, Chicago manager of Time 
2m. withimd member of the Periodical 
and pfublishers National Committee, 
lems, afded by John F. Morrissey of 
make }ife, captains and deputies were 
f “thin»ppointed to head the waste paper 
TS, such pllection drive in the four states 
papers Region 6. They are: Iowa: 
of threep Eves, J. T. Helgesen and R. C. 
> redyeferguson, all of Meredith Pub- 
tion byphing Company; Wisconsin: L, M. 
ishop, Cosmopolitan; Harry Hurl- 
> Cana.pt, McCall’s; and Russ Lewis, 
1ers ge.pnde Nast Publications; Indiana: 
ntion tof L- Siegfried, M. L. Seder and 
tion andpbert _L. Marsh, all of Curtis 
mmittee blishing Company; Illinois: J. R. 
dy “pro-pitherford, Fortune; V. L. Chi- 
or ex.poine, Life, and R. W. J. Carey, 
he indj-/me. ;, 
aper in William Carr, associate adver- 
rgumenthing manager of Time, loaned to 
e project as chairman of the 
y askeqfaste Paper Salvage Division, 
‘ision tofitlined methods now being used 
ite wil].pecessfully to publicize, organize 
In addi-.pd collect what has been termed 
he com-fie nation’s No. 1 critical need.” 
ul viola-oiective of the drive is an in- 
times aspease of waste paper salvage to 
and thatf7,000 tons per month. 


required > Saagapepane cigar 
sins Collins Radio 


uotas, 
Alfred K. Higgins, formerly ac- 


“a punt executive with Young & 


lubicam, New York, has joined 
dlins Radio Company, Cedar 
apids, Ia., as advertising director, 
nd will institute a long - range 
ivertising program. Mr. Higgins 
as for some years manager of 
ppy, art and production for N. W. 
yer & Son, Philadelphia. 


RALPH K. ROCKWOOD 


Chicago, June 13.—Ralph Kan- 
ouse Rockwood, 54, a newspaper 
advertising executive here for 
nearly 30 years and a partner of 
J. E. Lutz, publishers’ representa- 
tive, died June 10 at his home in 
Winnetka. 


JOHN S. KING | 


Chicago, June 13.—John S. King, 
51, editor of Electrical-Home 
Equipment Dealer for the past 
three years, died June 11 after an 
illness of several months. After 
serving as a lieutenant in World 
War I, he became associated with 
Swift & Co., later. serving for 12 
years in the sales promotion de- 
partment of Crane Co. 


RICHARD VON SCHRENK 


Chicago, June 14.—Richard von 
Schrenk, 33, with Domestic Engi- 
neering Company, Chicago pub- 
lishing company, and formerly 
president of National Provisioner, 
Inc., publisher of National Provi- 
sioner, was killed early this morn- 
ing when he fell from a moving 
taxicab. 


GEORGE G. RENNEKER 


Chicago, June 13.—George G. 
Renneker, 72, founder of the 
George G. Renneker Printing 
Company, died yesterday in -his 
home in suburban Homewood. In 
1900 Mr. Renneker was persuaded 
by a group of advertisers to leave 
his post with the old Chicago 
Chronicle to launch his own busi- 
ness. 


BERNARD R. ZEMAN 


Providence, R. I., June 13.—Ber- 
nard R. Zeman, 45, vice-president 
in charge of sales of Swank, Inc., 
Attleboro, Mass., maker of men’s 
jewelry, died suddenly of a heart 
attack yesterday at his home here. 


ADAM KESSLER JR. 


Atlantic City, June 13.—Adam 
Kessler Jr., 61, former vice-presi- 
dent and treasurer of N. W. Ayer 
& Son, died June 5 after a stroke. 
He was with the agency for many 


years before his retirement in 1934, 


AKRON 
LEADS 


FIGURES SHOW 


The roar of its machinery 
deeply intoned in the national 
war production symphony, 


in industrial employment in- 
crease, having gained nearly 130 
per cent since June, 1940. 

Figures issued recently by the 
Cleveland regional office of the 
department of commerce show 
an increase of 129.7 per cent 
for Akron, compared to 108.2 
for Columbus, 76.2 for Toledo, 
72 for Cleveland and Cuyahoga 
county, 73.5 for Cincinnati, 59 
for Dayton and 20.4 for Youngs- 
town, 

Akron, at the same time, re- 
Mains undisputably the tightest 
labor market area in Ohio, 
while industrial employment 


Akron is leading all Ohio cities . 


BOOM 
STATE 


129.7 PER CENT 


EMPLOYMENT GAIN SINCE JUNE, 1940 


generally is levelling off in the 
State. 
HIGH IN URGENCY 

This city’s labor supply prob- 
lem arises from the fact that 
the nature of local production— 
mainly rubber products and air- 
craft—keeps Akron high on the 
war program urgency list. That 
same factor, insiders say, will 
protect Akron from the severe 
production cutbacks that will 
hit other industrial centers 
when the European phase of 
the war ends. Meanwhile, the 
tire industry is well back into 
civilian production and, thus, 
will not face reconversion 
problems with which most 
other industries must eventu- 
ally contend, 


Represented by: 


STORY, 
BROOKS 
& FINLEY 


NEW YORK — CLEVELAND 
PHILADELPHIA 
LOS ANGELES 
CHICAGO — ATLANTA 


after which he continued as a di- 
rector. 


WILLIAM A. JAMES 


Detroit, June 13.—Funeral serv- 
ices for William A. James, 55, with 
Simons-Michelson Company and 
former advertising manager of the 
Hudson Motor Car Company, were 
held June 7. Mr. James died 
June 3 after a recurrence of a 
heart ailment which caused his re- 
tirement from Hudson in Novem- 
ber, 1940. He had joined Simons- 
Michelson last year. 


G. H. MOSBY | 


Cincinnati, June 14.—Gilbert H. 
Mosby, whose annual sales of the 
patent medicine Konjola hit a high 
mark of $4,200,000 a year, died 
here June 2 from skull injuries 
suffered in a fall. 

Mr. Mosby came to Cincinnati in 
1918, got a job as a waiter, and 
worked as a timekeeper, carpenter, 
and mechanic in a tonic factory be- 
fore he entered into the patent 
medicine field in 1929, when he 
made Konjola, a patent medicine 
xnown from coast to coast through 
advertising in newspapers, sky- 


writing, posters, highway bulletins 
and signs. 


W. C. LECKIE 


Toronto, June 13.— William 
Charles Leckie, 52, vice-president 
and director of Standard Brands 
Ltd., died suddenly here June 5. 

Mr. Leckie joined the sales staff 
of the Royal Baking Powder Com- 
pany, New York, in 1907, later be- 
coming sales manager. He came 
to Canada in 1922 as vice-president 
and managing director of the E. W. 
Gillett Company Ltd., which in 
1929, through the merger of sev- 
eral companies, became Standard 
Brands Ltd. 


ROBERT E. CLIFT. 


Greenwich, Conn., June 6.— 
Robert E. Clift, 52, for many years 
an executive in the advertising de- 
partment of Puck—the Comic 
Weekly, died here June 5. 


Cairns Appointed 

John A. Cairns & Co. has been 
appointed as agency for Hudson 
Hosiery Mills, Charlotte, N. C. 
Fashion, film, fiction and women’s 
service publications will be used. 


Joins Copperweld Steel 
A. R. Teifeld, formerly with 
American Steel. & Wire Company, 
Cleveland, in charge of electrical, 
wire rope and 
construc- 
tion materials 
advertising, has 
resigned to be- 
come advertis- 
ing manager of 
Copper- 
weld Steel 
Company, 
Glassport, Pa. 
Mr. Teifeld 
will make his 
headquarters at A. R. Teifeld 
Glassport, in 
the Pittsburgh industrial district. 
He has been with American Steel 
& Wire in Cleveland for 21 years. 


in 
Koss Frevens 


Radio and Newspaper Publishers 
Special ee Representative 
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J... Portemouth, MHL 


HERE'S A SECOND 
LETTER FROM THE 


idea-book, “Very Promptly 


ical papers. 


FREE! 


mail the 
coupon now! 


Do More Than Before 


BUY EXTRA 


1 
1 

1 

1 

1 

1 

1 

1 

1 

i 
“v" BONDS I 


‘ 
b.. 


MILLER PEOPLE! WE'VE GOT 
TO FIND SOME WAY TO 
ANSWER OUR MAIL FASTER! 


Get this book .... 


Are delays in answering your mail caus- 
ing dissatisfaction among your cus- 
tomers? Then send for this Hammermill 


It is a practical, tested guide to help 
you organize your correspondence, keep 
it moving smoothly—answer today’s mail 
today. It shows how “a little paper work 
can move a lot of paper work”. 

It suggests, too, that you specify reli- 
able Hammermill Bond. The quality of 
this paper is still safeguarded by the 
toughest tests in papermaking and 45 
years’ experience in producing econom- 


, OFFICE PAPER 


Yours”. 


ee 8 8D pee eee 


lf unanswered mail is costing you good will... 


Hammermill 
Please send 
ly Yours”. 


Position 
(Please write on, oF # 


Paper Company, Erie, Pa. 


me—free—a_cCOPV of the 
Hammermill idea-book, 


ttach to, your company letterhead ) 


“Very Prompt- 


innate 
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Work to Clean Up 
‘Objectionable’ 2% 
of War-Effort Ads 


(Continued from Page 1) 
more employment, to keep our 
government solvent and to pre- 
serve ‘free enterprise.’ ” 

The Pacific Advertising Associa- 
tion devoted practically all of its 
three-day meeting to discussion of 
war uses of advertising, hearing 
such speakers as Russell W. Var- 
ney, director of industry services, 
Fleischmann division of Standard 
Brands, who is working with the 
War Food Administration and the 
War Advertising Council to induce 


advertisers to put more steam be- 
hind the vital “Food Fights for 
Freedom” drive; and Ted Repplier, 
managing director of the War Ad- 
vertising Council, who explained 
the operations of the Council and 
the various advertising needs of 
the government. 


Record Is Reviewed 


In addition, member clubs’ Vic- 
tory advertising committees and 
the PAA’s war activities committee 
reported on the remarkable record 
of the various affiliated organiza- 
tions in aiding war-effort cam- 
paigns on the coast, and laid plans 
for further collaboration. Repre- 
sentatives of various governmental 
agencies also took part in the pro- 
gram. 

Other featured speakers were 
Prof. David E. Faville, Stanford 
University; Rilea Doe, vice-presi- 


dent, Safeway Stores; and Mayor 


Free ‘Pony Edition’ 


To secure copies of the new “Servicemen’s Pony Edition” of ADvER- 
TISING AGE for former employes or co-workers now in service, address 
requests to Editor, ApverTIsInc Ace, 100 E. Ohio St., Chicago, accom- 
panied by this statement: “We agree to mail copies of the Servicemen’s 
Pony Edition of ADVERTISING AGE promptly upon receipt each month to 
the following men and women in the service:” (list here names and 
ranks of servicemen to whom the paper is to be sent, and whether they 
are overseas or in this country. DO NOT include their addresses or 


APO numbers.) 


The first issue is now ready. Published monthly. Copies are free, 
and you may have as many as you require. 


for Men in Service 


Earl Glade of Salt Lake City, for- 
mer broadcasting executive. 

George Weber, MacWilkins, Cole 
& Weber, Seattle agency, was 
elected president, succeeding Mau- 
rice Heaton, Williams, Lawrence 
& Cresmer, Los Angeles. Charles 
A. Storke, Santa Barbara News- 
Press, was named senior vice- 
president; Mrs. Edith Campbell Ir- 
win, Fresno Irrigation District, was 
elected vice-president at large; and 
Vernon Churchill, Oregon Journal, 
Portland, was reelected secretary- 
treasurer. 

Vice-presidents representing dis- 
tricts were elected as follows: 
District 2, Gilbert Stanton, Idaho 


human stories by Gre 


UNITED STATES REPRESENTATIVES . 


5: LIFE COULD GAVE ITS SMILES 


WHEN Judge Haliburton of Nova Scotia 
created his famous character, Sam Slick 
—“The Clockmaker”—a great tradition 
of Canadian humor was born. More than 
a hundred years have gone by since then, 
but today you see that fine tradition car- 
ried on in The Star Weekly’s humorous, 
Clark—with their 
inimitable cartoon illustrations by Jim 


Frise of “Birdseye Center” fame. 
These whimsical, neighborly Greg-Jim 


stories are eagerly waited for, and raptur- 


of — 


follow 


by Frise. 


e- 
— ~ OOn re eo 
3 


ously devoured, in 700,000 Canadian 
homes every week. Surveys show that 78% 

two-and-a-half million readers 
em avidly... with 87% never 
missing their weekly chuckle over the 
doings in ‘‘Birdseye Center” as cartooned 


Friendly, interested readers like these— 
and such a vast army of them !—explain 
why The Star Weekly stands unchallenged 
as Canada’s best advertising “‘buy”’. 


Power Company, Boise; District 3, 
H. Quinton Cox, KGW, Portland; 
District 5, Harwood Hoyt Fawcett, 
Transit Advertising Company, San 
Diego. 

Holdover officers, in addition to 
Mr. Heaton, are Robert Hunter, 
Hunter Advertising Company, Oak- 
land, vice-president of District 4; 
and Joseph Cornelius, First Na- 
tional Bank of Spokane, vice-presi- 
dent of District 1. Charles W. Col- 
lier and Lela M. Huey continue as 
managing director and executive 
secretary, respectively. 


Guilty Verdict Set Aside 
Federal Judge P. L. Sullivan on 
June 14 in Chicago ended the gov- 
ernment’s case against the milling 
industry by setting aside a jury 
verdict of guilty and entering a 
directed judgment of acquittal on 
the anti-trust charges. The de- 
fendants included 15 flour milling 
companies, 11 executives and the 
Millers’ National Federation. They 
had been charged with conspiracy 
to fix family flour prices through 
use of a package differential. 


Weiss & Geller 


Retains Leland Account 


Weiss & Geller, Chicago, retains 
the national and export division 
advertising of Leland Electric 
Company, Dayton, O., and will take 
over the entire account Aug. 1, in- 
cluding trade publication advertis- 
ing. 
Another agency recently was in- 
correctly credited with taking over 


Aavertist 


Advertising Age, June 19} 

- ‘ . 
Westinghouse anf 
du Pont Announg 
New Plastics [nv 

New York, June 14.—A » 
plastic, Fosterite, developed at Mi 
war purposes but which will py 
ably play an important part in 4 
manufacture of postwar prodyg Philad 
for home and industry, was gpolds-ba 
nounced this week by Westingphead ir 
house Electric & Mfg. Company, windup 

Fosterite is said to lengthen ggmarket « 
life of communications equipmegAmerica 
to be as strong, pound for poygmere Fri 
as structural steel; to reduce nojg Partic 
and to resist corrosion, moistygwaS PT 
cold and heat. Brown © 

E. I. du Pont de Nemours ¢ cgiates,_\ 
has announced that nylon pohio Ste 
plastic form will be available ggexPOne™ 
postwar slide fasteners. The nepMontgor 
nylon, now under total allocatig@¢ Cl 
by WPB for war uses, is flexipié » and 
is said to withstand vigorous lay, 
dering, and to be unharmed by df 
cleaning fluids and ordinary jrogf™@” 
ing temperatures. 0 


d dist 
ented Vv 
Borden, 
of busin 
mor of 


Petrillo’s Union Told 
to End Music Ban 


War Labor Board on June 
ordered James C. Petrillo’s AFEoitisin 
American Federation of Musicis ur : 
to lift its ban against making phg 
nograph records and radio trathey the 
scriptions for National Broadcashea an 
ing Company, Columbia Recordir imply | 
Corporation and RCA Victor di t dist 
sion of Radio Corporation of Amethave b 
ica. The union members stoppd: too g 
working for those companies an : 


others Aug. 1, 1942. I 
The board left the principal i is 
in dispute—payment by the com » discu 
panies into a union unemploymer, a ne 


fund—still unsettled, but defing.4, w; 
procedure for reaching a final sfiice th 
tlement. Mr. Petrillo, saying thao, ¢, 
86 contracts have been signed frontal 
the industry, asserted that uniohi, not 
members would not go back tow to 
work as ordered by the War Labihje to | 
Board until the other companig a, , 
also have signed contracts with tihocts ¢; 


the entire Leland account. 


union. hat hi 


at a g 


Gradually, little by little, the 


is increasing. 


highest point in history. 


daily newspaper. 


member of either the 


NEW YORK « CHICAGO © BOSTON © DETROIT 


DO YOU WANT Facts ? 


If so, why not get the facts about market conditions and 
buying habits as they really are today. 


Before we realize it, factories will be producing civilian goods 
almost on a peace-time basis. 


Agricultural cash income will continue to increase to the 


Small-city-Indiana and Michigan families have money to 
spend—more than ever before—and time to read their 


Make your advertising effective by placing it in newspapers 
where you know it will be read—the home town daily. 


INDIANA LEAGUE of HOME DAILIES | vert 
or the Sal 


MICHIGAN LEAGUE of HOME DAILIES con 


For further facts phone or write lists 


SCHEERER & CO. oe 
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flow of goods for civilian use 


In 26 Indiana and 21 Michigan markets that paper is @ 


Chicago 1 New York 17 der 
35 E. Wacker Drive 441 Lexington Ave. sel 
Phone: STAte 7942 Phone: Murray Hill 2-2423 J 
sta 
25 years experience serving newspapers in the national advertising sen 
. . . WARD-GRIFFITH COMPANY INC. field " 
© ATLANTA ¢ SAN FRANCISCO * SALT LAKE CITY | 
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e 19,4 
5 . Vi 
e anair Diverse Views 
Ouns Di { ib . 
pn Distribution 
‘opea at Marketing M 
elo “ 
ives tat Marketing Meet 
Part in ’ A 
Yr prody Philadelphia, June 13.—A no- 
, Was gpolds-barred forum on the road 
- Westigphead in distribution marked the 
ympany Windup of the “mobilization for 
ngthen qmarket expansion” program of the 
equipmegimerican Marketing Association 
ere Friday. 
}] Participants in the panel, which 
was presided over by Lyndon 
Brown of Stewart, Brown & Asso- 
ours & cpiates, were Murray D. Lincoln, 
nylon #ohio State Farm Bureau, a leading 
ailable tf ponent of co-operatives; Donald 
The n Montgomery, consumers counsel of 
- allocatighne CIO United Automobile Work- 
is flexibie™ and former consumers counsel 
yrous laut the Agricultural Adjustment 
ned by re Administration, considered by 
inary jrog™@2Y 2 prime foe of advertising; 
Robert T. Browne, Pillsbury Flour 
ills; and E. J. Carroll, Curtis 
Publishing Company. A summary 


Id d discussion of the views pre- 

ented was given by Prof. Neil H. 
\ Borden, Harvard University school 
n J sf business administration, and au- 
‘llo’s 4 or of “Economic Effects of Ad- 


vertising.”’ 

Mr. Lincoln asserted that any 
onomy which can’t or won’t sat- 
sfy the basic human needs can’t 
ast, and said that it is impossible 
ri tor di imply to go back to old systems 
Ic ry divs distribution, which he said 
n of Ame#ave brought too little to too few 
TS Stoppet too great a cost.” 


panies an 
Up to Manufacturer 


‘adio tran 


es It is not enough, he contended, 
A... a 9 discuss high costs of distribution 


ut define a necessary evil; the initiative 
a final D&ests with the manufacturer to re- 
a nal sliucee them and to streamline his 
saYINg Woods to consumers. “The funda- 


pngned Inental problem today,” he said, 
: pe, is not how to sell more goods but 


how to make it possible for peo- 
ble to buy more goods.” 
As evidence that distribution 
osts can be reduced, he declared 
hat his co-op was selling goods 
at a gross wholesale margin of 
2%, of which 2.75% was re- 
red as dividends, and a retail 
margin of 11.8%, with 2.9% re- 
urned in dividends, or a net dis- 
ribution cost of about 14%. 
Mr. Brown pointed out that too 
? many fallacious concepts on dis- 
tribution costs exist, and that there 
is a definite relationship between 
lowering manufacturing costs and 
Increasing distributive costs, and 
added that the distributive trades 
are bound to occupy a larger place 
han ever in the postwar world. 
Mr. Montgomery, presenting the 
orkers’ viewpoint, declared that 
e one thing workers want to 
Know is whether they’re going to 
have jobs in the postwar world, 
and that “industrial leadership is 
ot deceiving us by talking about 
full employment.” “It looks like 
we're getting ready for the flight 
© the back to scarcity,” he said, adding 
that “marketing has too often 
aimed at overselling the little to 
e few” and that scarcity in the 
sense of too little goods at too 


War Labd 
compani¢ 
‘ts with 


ey to Thich a price has confronted per- 

their haps as much as 50% of the popu- 
ation, 

Mr. Carroll took issue with a 

number of Mr. Montgomery’s state- 

papers ments, asserting that “we want to 
ly. - 

+ is a A Permanent Job 


With Good Future 


Wanted Immediately: A Sales Promo- 

: tion Man, well versed in Industrial ad- 
+4 vertising and experienced at handling - 
industrial promotion problems suc- 
cessfully. Directly under the General 

les Manager, he will work with and 
for our Valve and Pumcup distributors 
—mill supply houses, oil field supply 
companies, marine distributors, etc.— 
conduct promotion activities, get cat- 
alog representation, maintain mailin 
lists, as well as develop and partici- 
Pate in-sales training programs. 


He will live at Williamsport, a city 

of 5 in one of the most beautiful 

Sections of Central Pennsylvania, un- 

der agreeable working conditions. 
e. Salary is $4,200. 


2-2423 


~ replying, give full personal history, 

Ncluding education, family and draft 

4 Status and business experience. Also 

rtising Send photo and work samples, which 
will be returned. 


Darling Valve & Manufacturing Co. 
Williamsport, Pa. 


get as close to full production as 
possible, but no artificial floors 
should be put under ine“ficient la- 
bor or anything else.” He added, 
“If we could get together and solve 
our mutual problems, instead of 
running to Washington, we'd all 
be better off.” 

Summarizing, Prof. Borden de- 
clared that there is no real argu- 
ment on the basic theme that 
private industry must serve the 
public and that costs of distribu- 
tion must be lowered. He and Mr. 
Brown emphasized that coopera- 
tion between various segments of 
the population is called for, rather 
than backbiting, and the meeting 
disbanded after speeches of con- 
ciliation on all sides, although it 
appeared obvious that representa- 
tives of the farmer, labor and busi- 
ness still failed to see eye to eye 
on many points. 

At the morning session Robert 
Freer, FTC chairman, whose talk 
is reported elsewhere in this issue, 
described the operations of the 
FTC, and E. R. Hawkins of the 
cost distribution unit of the De- 
partment of Commerce presented 
an exceptionally interesting argu- 
ment for “partial allocation” of 
costs, particularly in retail cost ac- 
counting—a concept which differs 


greatly from normal allocation of 
overhead costs to departments. 
The methods he outlined, upon 
which his bureau is now doing 
considerable work, may have ex- 
tremely important repercussions in 
price policies! and sales policies of 
manufacturers, wholesalers and re- 
tailers, as well as in the type and 
variety of lines handled, he said. 


Studies Specific Outlets 


Walter Mitchell, Dun & Brad- 
street, reported that his organiza- 
tion is developing important new 
statistical information on specific 
outlets which will be of great value 
to manufacturers rebuilding dealer 
organizations, and William B. Rick- 
etts, Ayer Foundation, gave a chart 
talk on copy research, pointing out 
that different types of copy re- 
search methods are designed to 
test or measure different things, 
and that the testing method used 
must be related closely to what 
the advertiser wants to find. One 
type of copy test may work best 
when the advertiser is seeking di- 
rect returns, but this type of test 
may be useless or worse if the ad- 
vertiser seeks public good will 
rather than specific action, he said. 

At one of three breakfast meet- 
ings Friday, the committee on mar- 


ket research techniques, presided 
over by Everett R. Smith, Macfad- 
den Publications, discussed the 
need for developing standards for 
field interviewers, principles of 
sample validation, limitation of ap- 
plication of the sample, and stand- 
ards and ethics of research. 


Pedlar, Ryan, Lusk 
Elects Birch V.P. 


Chester T. Birch, for the past 
two years with Pedlar, Ryan & 
Lusk, New York, as an account 
executive on 
the Procter & 
Gamble ac- 
count, has been 
elected a vice- 
president of the 
agency. 

In addition to 
carrying on his 
P&G account, 
Mr. Birch will 
assume as yet 
indefinite 
executive and 
adminis- 
trative duties. He was formerly 
connected with Sherman K. Ellis 
& Co. 


Chester T. Birch 


JACKSON | 
MESSISSIPPL 


JACKSON — A NEW 
MARKET FRONTIER 


Jackson is recognized as the fron- 
tier of new development in Missis- 
sippi and the Deep South. New 
of activity, industrial expansion, 
and continued agricultural devel- 
opment in Mississippi has placed 
Jackson in an enviable position 
among Southern Cities. Jackson's 
steady, planned growth has pro- 
duced an annually increasing 130- 
million dollar market. WSLI offers 
ou effective coverage of this . 
‘Double-Return"’ market — at less 
cost. Include WSLI on your ‘'must"’ 
list to cover this profitable market. 


BLUE NETWORK 


WEED 4 COMPANY 
NATIONAL REPRESENTATIVES 


The NATIONAL 


~ WAR-THEME AWARDS 


Concerns listed below have been given Awards for Outstanding 
Skill shown in printed advertising designed to promote the official 
home-front campaigns planned and organized by The Office of 
War Information, The War Advertising Council and The Graphic 
Arts Victory Committee, from “Pearl Harbor” to April 1, 1944. 


THE NATIONAL WAR-THEME AWARDS REPLACE, FOR THE “DURATION,” THE CANTINE AWARDS ESTABLISHED 1922 FOR SKILL IN PRINTING ON CANTINE’S PRECISION COATED PAPERS 


JUDGES: JACQUES DUNLANY, Office of War Information * IRWIN ROBINSON, Director of Information, War Advertising Council 
F. C. KENDALL, Editor, Advertising and Selling Magazine * R. W. PALMER, Editor, Printers’ Ink * MARC MacCOLLUM, Publisher, 
The American Printer * ERNEST F. TROTTER, Editor of Printing, and Director and Secretary, Graphic Arts Victory Committee 


C. O. WOODBURY, Art 


Director and Consultant 


ABSENTEEISM Savings Banks Association of Bridgeport Brass Co. 
Metropolitan Life Insurance Co. the State of New York General Electric Co. 
Servel, Inc. Westinghouse Electric & Mfg. Co. Philco Corp. 

Summerill Tubing Co. 
ECONOMIC STABILIZATION SOLDIERS’ MAIL 
General Mills, Inc. 
Liberty Mutual Insurance Co. roon ech ce WAR FINANCING 
Hames mi i “ied Saturday Evening Post 

AIRCRAFT WARNING Calvert Distillers Corp. Jarman Shoe Co. 

Richfield Oil Corp. of N. Y. General Electric Co. Seagram-Distillers Corp. 
Good Housekeeping Institute Wickwire Spencer Steel Co. 

AUTOMOTIVE CONSERVATION International Harvester Co. R.C. Williams & Co., Inc. 

General Motors Corp. Pillsbury Flour Mills Co. 

Muskegon Piston Ring Co. Planters Nut & Chocolate Co. _ WOMAN POWER 

The Studebaker Corp. Servel, Inc. Allis-Chalmers Mig. Co. 
Swift & Company Bailey Meter Co. 

BLOOD FUND DRIVE The Union Fork & Hoe Co. rp sod Home Journal 

Koppers Company, American ink Belk 
Hammered Piston Ring Div. GENERAL MORALE ss * nee “7 
The Mentholatum Co. International Nickel Co. of aa a a _ _ - 
CONSERVATION Canada, Lid. fuhten Ramen Gem, 
F. & M. Schaefer Brewing Co. ata nates 
Bell Telephone Co. Edward Stern & Co 
Cities Service Oil Co. Wilson S . : Co 
Consolidated Edison Co. of ilson Sporting Goods Co. 
Pin: eo ml INFORMATION SECURITY Qniive 4 
Hart Schaffner & Marx Julius Kessler Distilling Co., Inc. vA 
Pepperell Manufacturing Co. Seagram-Distillers Corp. 
Philadelphia Electric Co. John B. Stetson Co. 
The Plymouth Cordage Co. 
Republic Steel Corp. PRODUCTION INCENTIVE 
Riverside & Dan River Automotive Council for 
Cotton Mills, Inc. War Production 
treseed Coailed Wop 


THE MARTIN CANTINE COMPANY 


Entries for the next adjudication should be mailed to The National War-Theme Awards * 345 Madison Avenue * New York 17, N. 
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THE FORTUNE SURVEY 


As goes the presidency, so may go Congress. If not, don’t worry. 


N THIS installment of the Survey the U.S. public gives 

its views on Congress. It offers the Republicans some hope 
but no certainty in the coming congressional elections. And it 
gives its reactions to the recent work of Congress, mixing ap- 
plause with criticism. 


What's in a trend? 


So far as the public mind has been made up—and that is not 
very far, to judge by the answers given below—the Demo- 
crats appear to hold a slight edge in the over-all vote for mem- 
bers of Congress. 


Of course no one can tell for sure as yet, but which party's 


candidate for U.S. Senator (or Congressman) do you think 
you will vote for in the coming election? 


U.S. Senator Congressman 


Republican .......... 32.1% 30.8% 
Democratic .......... 33.8 35.1 
SP tee 0.3 0.4 
ee MOM. 55. ee 33.8 33.7 


But this vote, even if it were not dominated by the uncertain 


mugwumps, could tell relatively little about what promises 
to be a close contest for congressional control. For the U.S. 
is so dotted with pockets of minority strength—district or 
regional—that the national majority never wholly sweeps the 
minority out of Congress. The largest example is the almost 
Solid South, the seventeen states from Delaware to Texas. The 
following table, comparing the southern vote on the question 
just given with the vote of the rest of the country, shows how 
much of the Democratic strength is now wasted below the 
Mason-Dixon Line. 


For Senate (35) For House (435) 
Rest of Rest of 
South country South country 
(10) (25) (135) (300) 
Plan to vote 
Republican ...... 8.3% 40.5% 6.7% 40.9% 
Democratic ...... 61.9 23.8 63.2 23.3 
I bs ili oh le a 0.4 0.2 0.6 
Don’t know ...... 29.8 35.3 29.9 35.2 


The figures in parentheses above give the number of con- 
gressional seats to be filled—all of the House and one-third 
of the Senate (plus vacancies). If the pluralities indicated for 
the “rest of country” were uniform throughout all its states 

[Continued on page 42] 
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THE SETTING FOR THE NEXT ROUND 


In their public-opinion struggle of the last year, Congress and the Presi- 
dent fought to a draw, as the chart below reveals. The figures, derived from 
various Surveys, measure the votes of approval of congressional perform- 
ance against the votes of approval of Roosevelt. Since Congress’s discord- 
ant multitude of voices puts it at a serious disadvantage with a President 
in public relations, the position maintained by Congress is highly signifi- 
cant. And the significance grows when the recent great rise in Republican 
strength is recalled—as it is by the two adjoining charts. 
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Advertising Age, June 


PHOTOGRAPHIC REVIEW 
OF THE WEEK 


MUTUAL To 


ea 


DOCTOR AND DRUGGIST—Wyeth, Inc. maker of pharmaceuticals, will con- 
tinue through fall its series of full-color national magazine ads playing up the 
wartime importance of the nation's doctors and druggists. Here are two of 
the advertisements, all of which are illustrated by leading artists. Compton 
SCREEN TEST—Seated at the speakers’ table at the New York luncheon prior to a closed circuit broadcast arranged by Advertising handles the account. (Story on Page 39.) 

Mutual to promote MGM's new radio program, "Screen Test,’ are from left to right: Nicholas Schenck, in charge of 
talent for MGM; Edward Wood Jr., Mutual sales manager; Howard Dietz, MGM promotion director; Miller McClintock, 
Mutual president; William Rodgers, general manager of sales and distribution for MGM; E. J. Churchill, president of 
Donahue & Coe, agency for MGM; Joseph R. Vogel, vice-president of Lowe's, and S. |. Seadler, MGM ad manager. 


“Net fo silk stockings \ miss dreft most! 


-» MQ SOAP CAN OO WHAT OREFT DGES FOR DISHES, SILKS WOOLENS!” 


Janey deeft for shakes 
j TY) MAKES EVEN GLASSES 
— ~ i) SHINE WITHOUT Wirl® 


E! 4 


‘ * AUD Lr iy develo for buagerte 
rape \\) 17 MEEPS COLORS 50 
cn ap MUCH PREGNER THAM S04P1° 
; 1 once Sam Ry 


C 


NONE NOW—Procter & Gamble explains a production halt on Dreft—be- 
cause of war needs—in a new series of color advertisements in newspaper comic 
sections in more than a score of major markets. The ads are expected to aid 
retailers by maintaining interest inBreft until store stocks can be built up 


again. Dancer-Fitzgerald-Sample, Chicago, is the agency. (Story on Page 4.) 


FLEXIBLE POSTER APPEAL—To attract railroad labor, this 24-sheet poster is 

being used in the Baltimore area by the Baltimore & Ohio Railroad. The insert, 

naming specific jobs, is changed at frequent intervals to meet current man- 

power needs. Richard A. Foley Advertising Agency, Philadelphia, handles the 
account, 


VAT DYED FOR COLOR FASTNESS 
SAN PORIZED AGAINST SHRINKAGE 
TEBILIZED POR CREASE RESISTANCE 


YU Ask for Seemrey shirts of pour fewerite store 


p 


WASHABLE WITHOUT SPECIAL CARE 


POSTWAR USE—Dan River Mills, New LUCKY SEVEN—This septet was shot at the recent luncheon meeting of the 
York, is running this two-column color N. Y. State Magazine Representatives Club. Left to right around the table 
magazine copy to build interest in its are R. B. Bowen and E. M. Price, ad director and ad manager, respectively, 
HAIL AND FAREWELL—Pictured at this recent farewell luncheon, left to Spunray garments. It's addressed to of The New Yorker; William Gillette, Curtis Publishing Co.; Al Leininger, 
tight, are: Jeff Wood, Western Advertising Agency; George L. Moskovics, the "Private Jones'’ who will be want- Parents’ Magazine; John Maguire, The New Yorker; Henry Schacte, Young & 
ormer sales manager for Columbia Pacific Network in Hollywood, who has ing sports shirts and ensembles after Rubicam; and Paul Elrod, Parents’ Magazine, who is founder and first president 


York; D. W. Thornburgh, vice-president in charge of the CBS Pacific Coast 

division; W. Witt, assistant general manager of the Pacific Coast division of 

CBS; Charles E. Morin, Mr. Moskovics' successor in Hollywood; and J. Arch 
Morton, sales manager for KNX and Southern California. 


en named eastern sales representative for KNX and the network, in New the war. of the club. 


© 


B.F. GOODRICH-FIRSTIN RUBBER > 4 


SALUTE TO DETROIT—With a central panel 22 x 35 feet flanked by two boards 
on each side, one of the largest display boards in the motor city has just EMPHASIZE TRADEMARK—New 40 by 60-inch posters, designed and produced for Jantzen Knitting Mills, Portland, by 


en installed for B. F. Goodrich Co. by Michigan Advertising Co., of Jackson, W. L. Stensgaerd & Associates, illustrate how swim suits can be used for many outdoor occasions—without going near 
adjacent to the General Motors main office building. It is illuminated from the water. The Jantzen trademark is used in giant size. Because of the cardboard shortage, the posters were produced 
dusk to midnight. on soft sheets and shipped in tubes to thousands of retailers. 
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A Most Exclusive Club 


sive club is drawn from the Blue 
Book of American Business. 

The great and the vital are on the 
roster. Forty-nine, all told. Select com- 
pany, these leaders. Select... and 
selective! 

Over the years, these members built 
their reputations carefully, conservative- 
ly, purposefully. They probed, searched 
and experimented. Only on the facts 
and experiences of past years did they 
build their plans for the next. 

Differing in products and problems, 
differing in policies and personnel, they 
nevertheless came to have two things in 
common ! 


All became sales leaders. All became 


tT; MEMBERSHIP of this most exclu- 


‘members of that most exclusive group 


—the advertisers in Puck-The Comic 
Weekly! 

Two ran their first advertisements in 
Puck in 1931. 

Four more joined them in 1932. 


Five more started in 1933. A year 
later the total membership was 15. The 
number was 24 in 1940; 49 in 1943. 


No one, of course, would claim that 
membership in Puck’s group of adver- 
tisers automatically makes a company 
great. 


But the fact that these great com- 
panies advertise consistently in Puck is 
particularly significant for those whose 
success also depends on reaching the 
hearts as well as the minds of 20,000,000 
Americans who read Puck-The Comic 
Weekly. 


Delivered through 15 great Sunday 
newspapers, Puck-The Comic Weekly 
takes its advertisers into the homes of 
more than 6,000,000 families, from coast 
to coast, every weck! 


To learn more about this opportu- 
nity call Puck-The Comic Weekly, 959 
Eighth Avenue, New York 19, N. Y., 
or Hearst Building, Chicago 6, IIl. 


e? 


Lhe Memteors 


Baver & Black Ltd. 

Bendix Aviation Corporation | 
Walter J. Black, Inc. 

Chesebrough Mfg. Co. Consolidated 
Chrysler Corporation 

The Coca-Cola Company 
Colgate-Palmolive-Peet Company 
Corning Glass Works 

The Cudahy Packing Co. 

Devoe & Raynolds Co., Inc 
Doubleday, Doran & Co., Inc. 
Doughnut Corp. of America 
Eversharp, Inc. 

Frank H. Fleer Corp. 

F. W. Fitch Company 

General Electric Co. 

General Foods Corp. 

General Mills, Inc. 

A. C. Gilbert Co. 

Gillette Safety Razor Co. 

The Grove Laboratories, Inc. 

H. J. Heinz Company 

Geo. A. Hormel & Company 
International Cellucotton Products Co. 
The Andrew Jergens Company 


“The ‘Junket’ Folks” 
(Chr. Hansen's Laboratory, Inc.) 


Lambert Pharmacal Company 
Lamont, Corliss & Company 
Thomas Leeming & Co., Inc. 
Lever Brothers Company 

The Lionel Corporation 
Maybelline Company 

The Mennen Company 
Pepsi-Cola Company 

The Pepsodent Co. 

Pillsbury Flour Mills Co. 
Procter & Gamble Co. 

The Quaker Oats Co. 

Ralston Purina Co. 

R. J. Reynolds Tobacco Co. 
W. A. Sheaffer Pen Co. 
Standard Brands, Inc. 

Stokely Brothers & Company, Inc. 
Swift & Company 

Twentieth Century Fox Film Corp. 
Unicorn Press 

U. S. Army Recruiting Service 
Wilson Chemical Co., Inc. 
William H. Wise & Co., Inc. 
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